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Rough Proofs 


Magazine readers who are be- 
ginning to enjoy stories of space 
ships and interplanetary romance 
may find that Buck Rogers fans 
are ’way ahead of them. 


7s ee 


Walter A. Williams, Ford’s gen- 
eral sales manager, admits that 
they want to be first. Why not 
revive the original Ford slogan, 
“Watch the Fords go by (Chevro- 
let)?” 

7. # 


“You’ve always wanted to reach 
older women,” suggests Tom 
Breneman’s Magazine. 

How much older? 


, eS 


The Albany Business College 
polled their alumnae and found | 
they had a lot of gripes regarding | 
their secretarial jobs. 

How about surveying the, 
alumni? 


a i 
Listeners to soap operas, says | 
Social Research, Inc., “seem al- 


most psychologically paralyzed.” 
Could it be the commercials? 


7 x 


The unimaginative husband who 
can never think of the appropriate 
vresent for his wife is going to be 
given a lift by the maker of a 
new nylon hosiery vending ma- 
chine. 


Ye Se 


Floyd Hockenhull, publisher of 
Circulation Management, says the 
ABC report hides high-pressure 
circulation methods, “‘as it has for 
over 27 years.” 

How was it between 1914 and 
1920? 
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Leading Lady Brassiere Com- 
pany has appointed an advertising 
agency, and from now on it may 
be assumed that Leading Lady 
will not lead with her chin. 


wy Rh 


The experts who looked Joe 
Louis over after he finished train- 
ing for Jersey Joe Walcott and 
found that he was invincible are 
like a lot of experts in other fields. 


-— 3 


The Old Professor says that ad- | 


vertising men arguing about eco- 
homics almost invariably end their 
discussions by becoming masters 
of the non sequitur. 
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Joe Frazer says he dictated the | 


Salient features of the K-F car, 
aid Henry Kaiser says he rede- 
‘igned it. 

Sounds like a colloquy between 
Mr. Gallagher and Mr. Shean. 


vv¥eesy 


“We don’t want to do anything 
‘0 unset the magic of Santa Claus 
aid nis method of world-wide dis- 
bution,” says Distribution Age. 

Al! we need in distribution is 
Nore Santa Claus after Decem- 
ver 25. 

vvwy 

Si: ce the St. Louis Browns have 
‘ld most of their stars since the 
*ascn ended, their fans may dub 
“e (948 team the Dark Browns. 
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relations and advertising 


Public Relations Still The Year's Big Truck News- 
Minor Agency Function 


AA Survey Shows Few 
Agencies Doing Much 
in PR Field 


BY JOHN H. CRICHTON 


NEw YorkK—Public relations, the 
most elusive of promotion’s sever 
lively arts, seems to get only a 
token treatment from advertising 
agencies. Despite the interest in 
the field maintained by some titans 
of the agency business, Thompson, 
Young & Rubicam, Ayer, et al., 
there are still a number of large 
agencies that either have no public 
relations department, or have a 
single person assigned to handle 
spot publicity. 

Nor is size a specific key to an 
agency’s activity in public rela- 
tions. Kudner at $14,000,000 annu- 
al billing in 1946 considers public 
insep- 
arable, and J. M. Mathes at $11,- 
000,000 billing in 1946 has a com- 
plete department operating on a 
fee basis, but neither Foote, Cone 
& Belding, Ruthrauff & Ryan, 
Dancer-Fitzgerald-Sample nor 
Biow Company (with 1946 billings 
respectively of $40, $32, $31 and 
$25 millions) has set up a public 
relations department. 


Charges Vary Greatly 


Operations of the departments 
agencies do have vary from 
Mathes’ flat fee of $20,000 to Er- 
win, Wasey’s “no charge.” Their 
charges range from Thompson’s 
retainers (some $120,000 for the 
Navy) to Young & Rubicam’s sys- 
tem of computing the number of 
man-hours devoted to a particular 
account and adding 15%. 

Nearly all of the agencies which 
answered the questionnaire have, 
on occasion, assisted a client in 
picking a public relations firm. 
There is evidence that many agen- 
‘cies prefer to do this rather than 
|set up a public relations depart- 
iment, evidently subscribing to the 
sentiment of Ray Vir Den, presi- 
dent of Lennen & Mitchell, who 
believes in the importance of 
public relations but wants it di- 
vorced from advertising. 
| Frankest and most complete in 
its answer was J. M. Mathes, Inc., 
|New York, whose department of 20 
|persons is headed by Richard L. 
'Sigerson. It has not called in out- 
‘side public relations assistance. 
Mathes’ charge is based on a mini- 

(Continued on Page 74) 


A Prophecy... 


about to come true. 
See ‘Creative Man,’ 
Page 72. Other features: 


Ad-libbing .. wee 2 
Advertising Market Place. 64 
Coming Conventions ..-- 52 
|Creative Man's Corner. 72 
|Department Store Sales 20 
| Editorials pcaee 12 
Getting Personal . 16 
Information for Advertisers 12 
In Washington ........... . 48 
Obituaries 78 
Photographic Review 7\ 
Private Lines ......... 32 
Rough Proofs ...... I 
Voice of the Advertiser. 66 
You Ought to Know... 62 


Hangover Cures 
Pull Prospects 
af Chicago Show 


30,000 Wholesalers 
Visit Largest Auto 
Service Exhibition 


Makes Treck History with Twe Great Lines 
of ‘Joop’ Trucks Designed fer Economy ond Long Life 
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‘ BUTLER MOTORS, INC., visresvroe 


1630 S. Webash Ave. —Webash 5500 
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Cuicaco — Although many ex- 
hibitors spent more than $30,000 
each to show their wares at the 
Automotive Service Industries 
Show here last week, a_ small 
|booth with $150 worth of hang- 
lover remedies and a_ luscious 
model in nurse’s garb walked 
away with top popularity honors. 
| Dan Miller, national sales man-| 
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CAPA tne ate tame meeor AC tree 
253) Cogs Ore Semen Oe FA Cowes 8 ope ome tome 


POSTWAR MODEL—Distributors of 
the new Willys-Overland Jeep trucks 
broke this newspaper copy last week, 
stressing the operating economy of the 
14 body and chassis variations in the 
two and four-wheel-drive model lines. 


-ager of Tecnik, Inc., Los Angeles | DuMont Budgets 
'gotten railroad yard, and the diffi- 

|cult task of improvisation fell in 

remedies to make life more livable ket, is planning a concerted ad- 
the morning after? _vertising campaign for 1948, with 
hind a small painted sign which |DUMont spent this year. Eighty- 
read: \five per cent of this 12-months’ 


| chemical manufacturer, came up 
|with the idea last year at the 
first postwar A.S.1.S., under * 
duress. His company’s expensive 000 Drive 
‘exhibit went astray in some for- Lf Lf 
* 
Bae for Video Sets 
_ Other manufacturers enter- 
tained the visiting wholesalers) New York— Allen B. DuMont 
royally, so why not, he reasoned,| Laboratories, which now has 10 
supply the visitors with headache | television set models on the mar- 
Tries Hangover Bar |a working budget of $800,000 to 
, : $1,000,000. 
The idea blossomed forth into ids Gettin whith mae be 
a hangover bar this year. A petite — Aides _ 
brunette dispensed remedies moved upward if sales warrant it, 
feverishly from dawn to dusk, be- will double the $500,000 which 
“Headache only? Bromo | budget was allocated to newspa- 
Seltzer, Aspirin, Anacin, Emperin, | Pers, 10% to magazines and the 
BiG. remainder to television and other 
“Acid Stomach? ... Tums, Bi-|media. Buchanan & Co. is the 
(Continued on Page 77) (Continued on Page 73) 


Last Minute News Flashes 
Burlington Mills Plans Two Campaigns 


NEw YorK—Burlington Mills Corporation will begin an institutional 
campaign Jan. 5 in Business Week, Nation’s Business and Time, and 
plans a separate drive for its Tricot division early in 1948. Both 
campaigns are placed through newly appointed New York agencies, 
Hirshon-Garfield, for the institutional campaign and men’s wear, and 
Grey Advertising Agency, which places advertising for flat goods, 
cotton yarn sales and Tricot divisions. J. M. Mathes, Inc., here, pre- 
viously handled the divisions now taken over by Grey. 


Old Gold Boosts Budget; Returns to Magazines 

NEw YorK—P. Lorillard Company will expand its advertising 
budget 25% for 1948. The bulk of the increase, for Old Gold cigarets 
through Lennen & Mitchell, will be for resumption of magazine ad- 
vertising after a lapse of several years. Network radio and news- 
papers also will be employed. 


Northam Warren Plans New Polish Line 

STAMFORD, Conn.—Northam Warren Corporation will promote a new 
product, Nail Brilliance by Cutex and Nail Brilliance lotion polish 
remover, starting next March in national magazines. The new polish is 
more expensive than the company’s 10 cent Cutex polish line, but will 
sell for less than its Peggy Sage line, which retails for 60 cents. Young 
& Rubicam, New York, is the agency. 


Welch Grape Juice Schedules $400,000 Drive 


WESTFIELD, N. Y.—Welch Grape Juice Company, through Buchanan 
& Co., has scheduled a $400,000 campaign. The media list for the drive, 


ANA Localized 
Advertising Plan 
Starts in Spring 


Ten Firms Pay $1,000 
Each; Council Elects 
Adams and Wahlstrom 


New YorK—The long-develop- 
ing Distribution Council of Na- 
tional Advertisers, Inc., to provide 
local dealer identification with 
national advertising (AA, Oct. 
13), formally began operations last 
week with the contribution of 
$1,000 each by 10 founding mem- 
bers to an underwriting fund. The 
council is sponsored by the Asso- 
ciation of National Advertisers. 


| Corporation, 


Marshall Adams, Mullins Mfg. 
Warren, O., was 
elected chairman of the board of 
this non-profit membership cor- 
poration, which will deal with 
Western Union in setting up the 
plan in all 2,500 WU offices 
throughout the country. 

Fred D. Wahlstrom of the ANA 


Marshall Adams Fred Wahlstrom 


staff, long active in the plan’s de- 
velopment, was named president 
and executive head, with tempo- 
rary offices at the ANA headquar- 
ters at 285 Madison Ave. I. W. 
Digges, counsel to the ANA, is 
secretary-treasurer. 


Start Ads in March 


All present participating adver- 
tisers will include some such line 
as “Phone Western Union for 
name of your local dealer” in 
their magazine advertisements by 
next April issues, Adams said, and 
a few will get under way on it by 
March issues. 

Among founding members an- 
nounced were Mullins, American 
Central division of Aviation Cor- 


‘Free Enterprise 
System’ Collapses 
in Atlantic City 


ATLANTIC Citry—The free enter- 
|prise system broke down here at 
the annual meeting of the Ameri- 
;can Society of Mechanical Engi- 
|neers—while they discussed how 
to preserve it. 

Willys-Overland Motors’ “Three- 
Dimensional Dynamic Graphics” 
exhibit was set up to show, by 
means of colored liquids flowing 
through tubes and tanks, how the 
economic system works. 

But something went wrong and 


“industry’s gross profits,” instead 
of flowing into “operating cap- 
ital,” spilled on the floor. 

Two porters mopped up the 


| now running in magazines and to continue through July, will include gross profits before much damage 
|10 magazines, 12 business news publications and newspapers in key | was done, and the system was put 


| markets. 
i 


back in order shortly. 
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poration, America Fore Insurance 
Group, Bigelow-Sanford Carpet, 
General Tire & Rubber, Hammer- 
mill Paper, Mohawk Carpet, A. H. 
Pond Company, Domestic Appli- 
ance division of Pressed Steel Car 
Company and L. C. Smith & 
Corona Typewriters. 

Mr. Adams pointed out that all 
founding members “will start pay- 
ing for the service in March, 
whether or not they are then 
using it.” 


Open to Non-Members 


Participation is open to adver- 
tisers who are not members of 
ANA. Present participants have 
between 1,500 and .30,000 local 
dealers or representatives. 

Regardless of size or number 
of dealers, all participants will 
pay a monthly fee, at start of their 
service, of $200. All also will pay 
7 cents a call, after the first 100 
calls monthly. In addition, there 
will be a listing fee estimated at 
$35 for each 1,000 names. 

“We are not expecting perfec- 


_ tion at the start,” Mr. Adams ex- ticipants are expected to use 
|plained. “Each of the 2,500 WU) Western Union or other local fa- 
|offices (serving mere than 5,000 cilities for booklet distribution 
‘cities and towns) will have to train and other means of bridging the 
|people for the job. In some smaller | gaps from factory to dealer to 
_communities the local managers | consumer. 
| will take the calls at the start.” | —_——_—- 
He estimated that 90% of the calls | tati 
|to WU offices throughout the coun- Form Drug Association 
| Executives of Cleveland’s lead- 
‘ing manufacturers of pharma- 


try could be made without toll 
charges. 'ceuticals, drugs, chemicals, cos- 


Some advertisers are expected | metics and allied industries have tors Guild notified networks last 
,to use the plan in towns where formed the Cleveland Drug and| week that its executive council | 
they have no dealers—to ascer-|Chemical Club. Officers of the|had been authorized to call a strike 


tain consumer interest before they| new club are: 
get distribution there. Mr. Wahl- | Tupper, 
strom pointed out that the plan| Monsanto Chemical Company; Ist 
‘will provide “a localized message | Vice-president, a. 3. Rose, Osford 
lto cnawer thas: ene” Ga aie Products, Inc.; 2nd vice-president, 
G E. ice-presi 
|believes that it will offer y= Berne, Van peeeiaays 
first real means of providing an|tary-treasurer, William L. Gus- 
index of copy effectiveness.” 

Mr. Adams said: “This is part 


of a concerted move by national ; 
advertisers to gain information on | Promotes H. P. Sauce 


coverage of national media not|, H. P. sauce, British product dis- 
f - | tributed in Canada by W. G. Pat- 

— oe by the media | rick & Co., is being promoted in 
emseives. } ‘Canadian car cards for the first 
After the who-sells-it-here| time. The account is handled by 
service has been developed, par-| James Fisher Company, Toronto. 


President, T. C. 


ST. LOUIS FEE 
THE INNER MAN... 


No! Not truffles, caviar or Plover’s eggs . . . but 


thenvants Veter me oe a 
ee. a war lng = ae 
§ Sevikery Cleared ss. 


DS THE ST. LOUIS STAR-TIMES . . . 


FOOD FOR ADVERTISER'S THOUGHT 


More than 175,000 reader families a day...isa 


|man, Bio-Chemical Products, Inc. | 


sales representative of | tual’s New York outlet, WOR, 


| 


| 


“the | of Strong Cobb & Co., and secre-| directors, whose present guarantee 


|contracts would observe the guild 


‘it is reported that both federal and 
|state labor eonciliators are trying 
| 
| ment 
| week’s earnings of members to be 


$250 Week or— 
Directors Guild 
TellsNY Nets 


New YorK—The Radio Direc- 


against NBC, CBS, ABC and Mu- 


when its contract expires Jan. 1. 
The union is asking a minimum 
of $250 a week for network staff 


is $100. Assistant directors, now 
paid $70, would be raised to $200. 

RDG officials told AA that it 
represents about 100 directors, 
and that only New York is af- 
fected. 

A guild official said they would 
not ask free-lance directors who 
have contracts to break them, but 
he expressed confidence that the 
free-lance directors who have no 
strike, and will not cross its 
picket lines. 


Conciliators Are Working 


The guild and the nets broke 
off negotiations Nov. 12, although 


to arrange a meeting. 
The guild also voted an assess- 
of one-seventh of each 


paid into a strike fund. The strike 
resolution says in part that “the 
companies have been adamant in 
their refusal to make any reason- 
able concessions and in some in- 
stances have made no concessions, 
and have refused even to engage 
in bargaining with regard to mini- 
mum salaries. .’ The present 
contract covering the directors 
has been in effect since November, 
1945. RDG says bitterly that 
“present salary conditions (of the 
four major networks) are ridicu- 


lously low. It is high time 
these gross inequities are cor- 
rected.” It charges that the di- 


rector represents the companies 
in production of radio shows, that 
the nets’ definition charges the di- 
rector with the responsibility for 
getting the show on the air, and 
that “the director is called upon 
to create programs which the 
company itself owns and offers for 
sale.” 


Compares Salaries 


According to the guild, the staff 
directors now earn less than the 
actors they hire, less than the 
musicians and announcers, less 
than the stage hands and elec- 
tricians employed in the radio 
theaters, and less than the sound 


basic foodstuffs of our nation’s diet is St. Louis’ 
leading industry! Meats, poultry, bread, candy, 
beer, flour, fruits, macaroni products and pre- 
pared foods are manufactured, processed and 
distributed in St. Louis. Products of 701 estab- 
lishments were valued at nearly $300,000,000 
in a typical pre-war year. (Imagine what old 


lot of hay! And when you consider that the 
Star-Times daily circulation is 83.5% concen- 
trated in the St. Louis retail trading zone you 
see how easy it is to make hay... for better 
sales at considerably lower cost! And... here’s 
more food for thought: 1947 shows substantial 
gains over the 10 million lines of Star-Times 


H. C. L. has done to that figure!) 


For A Complete Selling Job 
In Big St. Lovis You Need 


THE ST. LOUIS STAR-TIMES 


Represented nationally by the Geo. A. McDevitt Co. 


advertising in 1946. 


| senting $6,500 in talent costs at 
minimum scale, and RDG says he 


effects men. 

The guild has prepared five ex- 
amples of staff directors’ pay: A 
director organizes and creates a 
program, rehearses it and directs 
it on the air; it costs the network 
$36,000 in talent, and the director 
—according: to the guild—makes 
$100 a week. Another director has 
three half-hour programs, repre- 


‘created two of the programs, and 
|his salary is $100 a week. 


} 
Directors Paid Fee | 
Staff directors customarily are | 


|paid a fee for work on commer-| 


|cial programs, but the guild told | 


lonly $5 or 


AA that in some cases this fee is 
$10. No attempt to 


|establish a minimum commercial 
fee is contained in current nego-| 


| 


tiations. 

The guild has a total member- 
ship of about 250, with only 100) 
employed by networks, the others | 


| being advertising agency and free-| 


lance directors. Under the terms 


|of the 1945 agreement, a guild | 


|shop was set up; the guild agreed | Specialists in Coated Papers since 


to accept any man the networks’ 


| 


Lawmaker Urges 
1% of European 


Aid Bill for Ads 


WASHINGTON — Rep. Ed Goss¢it —_ 
(D., Tex.) suggested last weck | >@ 
that Congress earmark 1% of the & 
stopgap $570,000,000 European aid 
bill for newspaper and radio ads 
to let the people of each country 
know what we are doing to help J | 
them. $3 

Commending the use of “plain | | 
American advertising methods,” 
Rep. Gossett said the ads should 
put in black and white what we 9 
have expended in these countries § | 
now and in the past, emphasizing 
that we ask nothing in return ex- 
cept “friendship and understand- 
ing.” 

“The ads should be simple,” he 
told the House, “so that even the 
Communists can understand 
them.” 


ee ehiinats 


hired, but the men had to join 
the guild within 14 days. Accord- 
ingly, all network directors are 
currently members of the guild. 


Crosley Promises 


$50,000 Budget 
for Video Bouts 


CINCINNATI— James Shouse, 


president of the Crosley Broad- 
casting Corporation, has advised 
the Cincinnati Boxing and Wrest- "During | 
ling Commission that his com- g 
pany is willing to put $30,000 to § Many loc 
$50,000 into televising boxing if 
bouts within the next year. realizing 
The commission, in a _ formal | 
motion, suggested to Mr. Shouse accelerat 
that he work out with the boxing § 
promoters some arrangement to in our ¢ 
televise the bouts. ° ° 
The Crosley chief had asked the ingly ony 
commission how the radio firm fare being 
could get a license to promote 
bouts which it would televise. He sumer de 
said he had no idea of competing 
with any other sports promoter, vamped 
but that, through televising bouts, § | ? 
he could stimulate boxing and § Our clie 
eventually attract a sponsor for @,. 
the television rights. tional fie 
—_——- and othe 
Monticello Names Hoyt  Qontinuin. 
Monticello Drug Company, . 
Jacksonville, Fla., has appointed §the desir 
Charles W. Hoyt Company, New feld of ts 


York, effective Jan. 1, to handle 
the advertising of its 666 cold 
preparation and 666 cold tablets. 
The account was previously 
handled by Booth, Vickery & 
Schwinn, New York. 


Nylonet Names Leon 


Nylonet Company, New York, 
manufacturer of nylon hair nets 
and bobby pins, has appointed the 
S. R. Leon Company, New York, 
to handle its advertising. 


| 


| 


For over 59 years 
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AT LEADING PAPER MERCHA 


THE MARTIN CANTINE COMPAN' 
SAUGERTIES, N.Y. 
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aba Above: Monty Mann, Vice-President and Media Director of Tracy-Locke Co., Inc., Advertising Agency of Dallas, Texas. 

ivised 

snl "During the war most phases of American business changed rapidly and radically. and constantly to obtain great benefits available through its huge purchasing 
100 to | Many looked forward to a post-war period of relatively stable conditions. Instead of power.” 

Ome I realizing this, virtually all business is finding the tempo of change The foregoing comments by Monty Mann, Vice-President and 
ere! I caiatacatinn of on eprensibunted tobe. Media Director of Tracy-Locke Company, Inc., of Dallas, Texas are 
sot especially significant at this time in view of INSTITUTIONS Maga- 


zine's recent re-survey of the institutional field which shows this 
market as being more than eleven billion dollars in size. 


nt to §'In our continuing studies of markets for our clients, we are increas- 
sd the 4in9ly impressed with the extensive changes now taking place. These 


| “re are being influenced by greatly broadening markets, changes in con- 
"ie sumer demands, changes in personnel, and operating techniques re- 


INSTITUTIONS Magazine is the only monthly publication, and 
INSTITUTIONS Catalog Directory is the only annual publication 


ah vamped to suit today's conditions. reaching all related segments of the institutional field. These publi- 
bouts, cations offer manufacturers of products which have an application to 


; and § "Our clients who manufacture and market products for the institu- 


—a mass feeding and mass housing, the widest possible coverage of those 


tional field including hotels, hospitals, schools, colleges, restaurants, who buy and specify the huge quantities of products, equipment and 
supplies consumed by institutions throughout the nation. Further 


information regarding this eleven billion dollar market, and the only 


and other types of institutions are being advised of the need for a 


Yt [continuing reappraisal of these changes. They are impressed with 
pany, 


ointed ithe desirability of broadening their market-consciousness to include the entire publications which cover all its related segments can be obtained by writing direct 
oe field of mass feeding and mass housing. This market must be cultivated aggressively . . . or consult your advertising agency. 
} cold 
ablets. 
usly 
ry & 
l 
ee NEW FACTS | ON Pha. Ae dana mee! 
ed the 
York, 
| conga ey Oe 
=—— * Hotels ¢ Industrial Cafeterias * Office Buildings 
a. ¢ Restaurants * Schools * Clubs 
© Hospitals © Colleges ¢ Jobbers, Dealers : rr —— 
* Railroad Systems ° YMCAs, YWCAs ¢ Other Public and ; a “i. Sa 
) © Air Lines ¢ Government Agencies Private Institutions ‘ . 


Each month INSTITUTIONS Magazine reaches the buying and specifying factors in the foregoing institu- 
tions which make up the institutional field. 


: 
‘Employ Industrial 
In Food Service| & 


Sanitarian Advises : 
Operators on Better ~~) 
Summer Sanitation 


INSTITUTIONS MAGAZINE 2x0 INSTITUTIONS CATALOG DIRECTORY 


1900 PRAIRIE AVENUE, CHICAGO 16, ILLINOIS: 
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Rees Opens Postal 
Services Hearing 


WASHINGTON —House postal 
chairman Ed Rees (R., Kan.) 
opened a series of hearings on 
postal services and postal deficits 
last week by calling for a fresh 
approach on “mail pay” which 
would relieve the Post Office De- 
partment of responsibility for sub- 
sidizing airlines. 

Asserting that it is time the pub- 


lic was apprised of the extent of 
the subsidy charge against the 
postal service, Representative Rees 
observed that the government cur- 
rently pays 68 cents a ton mile 
for airmail on trunk airlines, 
while air freight moves for 14 
cents a ton mile. 

As a result of current rates, Mr. 
Rees said, expenditures for han- 
dling airmail in 1947 exceeded 
revenues by more than $14,000,- 
000. The total postal deficit for 
the year was more than $250,- 


Advertising Age, December 15, 1947 


000,000. Spokesmen for indepen- 
dent freight handlers told the 


committee that Scheduled airlines|_. P : 
are using high government mail with Thompson & Associates, Chi- 


_ ae | cago, has jeined James A. Stewart 
pay as a “subsidy” for rate wars 'Company, advertising counsel and 
in air freight. 


r ’ | public relations, Carnegie, Pa., as 
Current committee hearings are | art director. 
exploring ways of establishing | —__ 
nationwide air parcel post service.| Waite Joins F&S&R 


Witnesses said a service at rates Penis Waits tarts in ch 
comparable to air freight could of direct mai) Soe | fool — 
be established if the airline sub- | Cjeyeland, has joined the Cleve- 
sidy is separated from mail pay- land staff of Fuller & Smith & 
ments. | Ross. 


Named Art Director 


William Macdonald, formerly 
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Whether They Ride Home in an 


Elevator or in a Station Wagon — 
Penthouse perspective or down-to-earth 
understanding you'll find the same 
enlightened outlook in the same kind of alert, 
successful people the country over. 

One sure guide to these people, leaders 
in influence and affluence, is their readership 
of news magazines. 

PATHFINDER is bought by one-third of all 
the families who take news magazines today. 
They depend on PATHFINDER for sane, salty 
but ungarbled news reports. 

PATHFINDER is a direct approach to leading 
people in the important Main Street towns— 


OVER 1,000,000 ALERT, NEWSMINDED 


FAMILIES READ PATHFINDER TODAY 


the trading centers for some of America’s 
richest communities, where more than half 
of the nation’s retail buying power is found. 

Have you seen the new PATHFINDER story? 
Just ’phone or drop us a line, at Washington 
Square, Philadelphia—or at our office in New 
York, Chicago, Detroit, Cleveland, or Los 
Angeles. 


FARM JOURNAL INC.,, also publishers of FARM JOURNAL—BIGGEST in the country. GRAHAM PATTERSON, President 


Philippine Media 
Cut Commissions 


ManiLa—Publishers controlling 
75% of Philippine circulation have 
decided to decline payment of ap 
extra 15% commission to loca] 
representatives of “stateside” aq- 
vertising agencies, the Manilq 
Times and Ramon Roces Publica- 
tions, Inc., have announced here. 

Philippine commercial  broad- 
casting companies have also noti- 
fied local “associates” that the 
extra commission will be discon- 
tinued. 

The extra 15% commission, jt 
was explained, was an outgrowth 
of the chaotic publishing picture 
immediately after liberation, when 
some 40 dailies sprang into being. 
“Many of these were successors 
of underground papers. The pub- 
lishers of most of them had had 
no previous experience in the field, 
nor any knowledge of standard 
agency-publisher relationship. 


Approved ‘New’ Deal 


“As a result, in an over-pub- 
lished field,” the announcement 
said, “the marginal operators were 
willing to pay an extra 15% com- 
mission for foreign schedules to 
local representatives or stateside 
agencies. Several local represent- 
atives opened offices. Even the 
larger prewar publishers were 
forced to approve the new “deal” 


in the scrambled postwar period. 
| “Economic attrition has gradu- 
ally winnowed out the smaller 
|publishers, until the  English- 
| language daily field in Manila is 
‘now down to six morning and 
three afternoon yrapers. 

“The Manila Times, with thrice 
| the circulation of the nearest 
|morning paper, and the Evening 
News, which holds the same posi- 
‘tion in the afternoon field, have 
‘declined to renew commitments 
| with local representatives of U.S 
| agencies on the basis of an extra 
'15% commission.” 


Weeklies Also Affected 


“In addition, Ramon Roces Pub- 
| lications, publisher of the Evening 
News, also declined to renew the 


agreement for Liwayway, _ the 
Tagalog vernacular weekly with 
the largest circulation in_ the 


islands, and nine other vernacular! 
weeklies.” 

Norman Paige, general manager 
of the Philippine Broadcasting 
Company, said contracts including 
the “overlay” commission would 
not be approved for PBC stations 
KZPI, KZOK and KZBU. Paige 
also said he had been advised that 
the Manila Broadcasting Company 
would refuse the added commis- 
sions for Stations KZRH, KZMB 
and its Cebu outlet. These pub- 
lishers and station operators pro- 
pose to pay only the standard 15% 
agency commission and the regu- 
lar 15% fee to national represent- 
atives. Agencies desiring local 
representation must make thell 
own arrangements with the local 
representative within the limi's of 
the standard agency commissi0!. 


Form Nepco Foundation 


The establishment of Nepe' 
Foundation, a charitable corporé- 
tion organized to be operatec ©* 
clusively for religious, charit ble, 
scientific or educational pur! 
for inhabitants of Wisconsin 
been announced by John E. A 
ander, president and general !) 4! 
‘ager of Nekoosa-Edwards | 
| Company, Port Edwards, Wis . 
| Alexander presented a check ‘0 
| $54,000 and the deed to the Np 
Court, a new eight-apart: '¢? 
building in Port Edwards ve ue 
at $90,000, to the foundation 


Plugs Luxite Garments 
| Initial advertising for lL 
|underthings, made by Hole 
| Hosiery Company, London, 

is appearing in newspaper 
/metropolitan centers across “" 
'Dominion. The Toronto office “ 
| J. J. Gibbons Ltd. is in charg 
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n institution built on accuracy 


Fairchild News Reporting is interwoven in the whole structure of 
mercantile credit . . . with its ramifications among banks, factors, 
mills, prime manufacturers, converters, processors, industrial 
consumers of material, as well as retail outlets. 

A Fairchild staff completely blankets the sources of credit news 
+ +++... perhaps not so significant in a seller's market, but 
vitally important in a buyer's market. They report bankruptcies, 
litigations, judgments — all based on official court records or 
actual proceedings, and all of it reported when it happens. 


WOMEN'S WEAR DAILY DAILY NEWS RECORD 


RETAILING HOME FURNISHINGS 


This specialized Fairchild service is a beacon for both buyer and 
seller; because it indicates the stability inherent on both sides. 


Accurate reporting symbolizes publishing character and it also 
symbolizes the Fairchild Business Papers; for we carefully check 
and sift the news in every field we cover — no matter where it 
happens. Let if break in America, Asia, or Africa — there is a 
Fairchild correspondent on the scene...and very little time is 
lost reporting it to our more than 117,000 subscribers. 


FAIRCHILD PUBLICATIONS 


8 East 13th Street, New York 3, N.Y. * Phone ORchard 4-5000 
Covering the Textile, Apparel, Home Furnishings and related industries 
MEMBER AUDIT BUREAU OF CIRCULATION 


MEN'S WEAR FOOTWEAR NEWS 


FAIRCHILD BLUE BOOK DIRECTORIES 
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| wives, business girls and business | 19375 Livernois, near Outer Dr.,| 
/'men will be conducted regularly | here. It closely resembles the liv- 


at the lounges as good will build- | ing room of a private home. Video 


Detroit Company 
| ers. 'models are arranged for maxi- 


Plans to Open 
I. Robert Ross, president of the)}mum eye appeal. Television en- 


Video Lounges \firm, said that “Since we handle gineers will be available at this 
Detroit—Television Sales Cor- | all national television models, we | “store,” as well as succeeding ones, 
poration announced plans last|know that we will be doing a/|to answer any questions about the 
week to establish 700 television | great selling job for everyone who | sets. 
lounges throughout the country | sells television sets. But we also wo 
to sell the merits of video enter-|feel that eople are basically . 
tainment to the public and inci-j| loyal, and eae they are ready Ends Group Discount 
dentally pre-sell the models of|to buy they will buy from us be-; Youth Group, New York, be- 
cooperating manufacturers. cause we familiarized them with |C@use of increased manufacturing 
The company intends to set up| the features and assets of owning pened ged i ecg = yi 
three of the lounges, modern in/a television set.” ‘orders received after March 31, 
ae eae erage area to Holds Sales Meetings 1948. es April 1, 1948, the 
senda ou sales representatives = rate cards of the individual maga- 
to call on prospective set buyers d bagi ty Sales ont ge zines will apply. The wee ly 
here. Television parties for house- | 0, weekly sales meetings for|in the group are American Girl, 
‘lounge employes, whom it expects | Bois’ Life, Open Road for Boys, 


to act more like hosts and hostesses | Young America and Young Catho- 
MO STOCK CUTS than salesmen. Lounges will be | lic Messenger. 

‘\ 
¥ Complimentary 144-page 


/operated from 9 a.m. to 9 p.m.,) rn 
Handbook of top illustra- Stanfield Appointed 


'and the public will be invited to 

tions to Printing and Adver- |COme in and view their favorite 
E WW : The Toronto office of Harold F. 
Gusinees lenerhood. rue on | program or ask any questions about Stanfield Ltd. has been appointed 
|to direct the advertising of Coro 


‘the various video sets. 
STIVERS STUDIO> _ The first lounge in the prospec-| (Canada), fashion jeweler, To- 
San Francisco 5, California tive chain has been opened at | ronto, effective Jan. 1. 


113 New Montgomery Street 


Advertising Age, December 15, 


Chicago Papers’ 
Display Volume 
Heavy in Strike 


Cuicaco — Display advertising 
continued heavy in Chicago’s daily 
newspapers last week as the typo- 
graphical union strike continued 
without incident. Nobody voices 
hope that the strike will end soon 
(AA, Dec. 8). 

Almost all advertisers appear 
able now to get their type set 
quickly in job shops here. Pre- 
viously, only a few of the larger 
department stores furnished com- 
plete mats to the dailies. Now 
even the smallest are submitting 
either complete mats, electros, 
paste-ups or other makeshift ads 
which the newspapers can put 
through their new photoengraving 
process. 


Five of the dailies—Herald- 


American, News, Sun, Times and | 


Journal of Commerce — admitted 
losses of circulation ranging from 
5,000 to 30,000 copies a day. The 
Chicago Tribune is also believed 
to have lost some newsstand sales. 


Others Publishing 
The Times in nearby Hammond, 


947 


Association case against the ITy. 

The case opened here before ap 
NLBB trial examiner Monday. ‘The 
Southern Newspaper Publishers 
Association also was permitted to 
intervene. 

The hearing was _ adjourned 
Tuesday to be resumed in Wash- 
ington Dec. 19. Government of- 
ficials expect the trial to last two 
months or more. 

Examiner Arthur Leff dismissed 
two of the newspapers’ charges— 
one being that the ITU and its 
locals had failed or refused to bar- 
gain collectively. He ruled that 
the charges were brought under 
the wrong section of the Taft- 
Hartley Act. He also ruled that 
the complaint that the defendants 
engaged in slowdowns was not 
supported by evidence. 


STRIKE IN ABILENE 


ABILENE, TEX. — ITU members 
struck Tuesday against the Re- 
porter-News here, but the news- 
paper’s executives joined other 
;}employes in turning out full edi- 
| tions. 


ALLENTOWN DAILY HIT 

ALLENTOWN, Pa. — The Allen- 
town Call - Chronicle has an- 
nounced it will publish photoen- 
graved editions, following a strike 
by ITU compositors. 


‘WCBS-TV to Show 


Ind., which ceased publishing : 
| briefly when ITU members struck | ssa agape rage n 
n a move to give over-all in- 


[ao SRS SR BES PeENER PUD | ternational news coverage, WCB 
ates ; : ; S. 
lication, adopting the varitype and | TV, New York, has caen a. 
| Photoengraving process. _ |tracts with Film Polski, official 
__ Three other papers here—Daily | polish newsreel organization, and 
| Racing Form, Drovers Journal and|the Australian News and Infor- 
|Chicago Defender (Negro weekly) | mation Bureau, government film 
/meanwhile have agreed to $15-/ distributor. . 
'weekly wage increases for their} The CBS television station al- 
/composing room employes. These | ready _— —— with A. F 
‘increases are contingent on the |*'Ms, énc., rench source, to pro- 


In Philadelphia—nearly everybody reads The Bulletin 


The Sunday Bulletin — first issue 
published February 9, 1947 


| members, 
|American Newspaper Publishers 


| final scale to come out of the pres- 
/ent situation locally. 
Editions continue with normal | 


numbers of pages, as last week. 
The Tribune Dec. 7 weighed two 
and a half pounds. 

It is believed that none of the 
struck newspapers has attempted 
to have commercial shops set its 
editorial type. 


INLAND PRESS ASS'N. 


JOINS IN NLRB SUIT 


INDIANAPOLIS—The Inland Daily 


'Press Association, Chicago, with 


more than 400 daily newspaper 
has intervened in the 


| vide European coverage on an ex- 


clusive basis. 


Miller Joins Revamped 


Scientific American’ 

Donald H. Miller Jr. has re- 
signed from J. L. Handy Associ- 
ates, management consultant, to 
become vice-president and _ treas- 
he: of Scientific American, Inc. 


The new version of this 102- 
|year-old publication, now owned 
by a group headed by Gerard Piel, 
| editor and publisher, will appear 
in the spring. Whereas the old 
publication emphasized “progress 
in industry,” the new one will 
stress both research and applied 
science. Dennis Flanagan is man- 
aging editor. 


$$ 


OAL LART convonatio’ 


The key organization in the Allart Graphic Group » 234 North Broadway, Milwaukee 2, Wisconsil 


Choose the best possible medium 0 
reproduction for each individual jo! 
ALLART offers you your choice of o.!'t) 
reproduction on point-of-purchase 
advertising, car cards, twenty-four 

and three-sheet posters! 

Ask our representative to call! 
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They cleaned up the snake pit 
. . - because women acted! 


WOMEN USED THEIR POWER to start a nation-wide campaign for reform 
of the shocking conditions in many of our mental asylums when they 
learned the sordid facts ... facts exposed for the first time in a 
national magazine by COMPANION article “Out Of The Dark Ages.” 
Requests for over 114,000 reprints of the article flooded the COMPANION 
offices! | 


A steadily increasing ability to arouse this kind of action-packed 
response makes the COMPANION distinctive— the magazine to watch 
in the women’s field. And here’s more clinching proof of that! 


Photograph by Beattie-Watts 


APANION HAS THROUGH TRAFFIC—A magazine’s 
ge readership customarily goes down when book size 
‘ses. But not the dynamic COMPANION’S. From 1944 
igh 1946, the number of COMPANION editorial features 
ised by 13%. During the same period average readership 
ut ‘©. features showed a remarkable gain of 12% in number 
aders who read all! 


Co; 


ay 


WOMAN’S HOME 


Average Monthly Circulation More Than 3,700,000 
THE MAGAZINE OF PERSONAL SERVICE, 


MORE YOUNG READERS—A competitor’s study shows 
41% of COMPANION readers are under 34—a greater 
percentage than any other women’s book. Study by a second 
competing magazine deals with reader gain, ages 15-29. 
COMPANION increase was 600,000 (1946 over 1944)... 
nearest competitor 400,000! Women at the height of their 
“buying”’ years read the COMPANION ! 


4 at : “ B oie: a 2 

A ONE-MAGAZINE TREASURE CHEST — The 
COMPANION is read by women who live in America’s 
wealthiest market areas. In the 24 states that lead in income 
(89.45% of total) ...in retail sales (83.19%) —the COMPANION 
has a greater percentage of its circulation than any other 
women’s service book. COMPANION readers have more 
to spend—and they spend it! 


COMPANION 


HOME SERVICE, PUBLIC SERVICE 
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Court Decision 
Gives Varga Girl 
to Esquire, Inc. 


Cuicaco—The Circuit Court of 
Appeals here rang down another 
curtain on the perennial argument 
between Alberto Vargas, daddy of 
the Varga girl, and Esquire, Inc., 
last week. 

The dispute, which has been in 
and out of the courts for almost 
two years, ended up with a de- 
cision giving, in effect, full owner- 
ship of the cutie to Esquire, Inc., 
whether or not it publishes her 
pictures with Vargas’ name. 

Early in °46, Vargas sued Es- 
quire in an attempt. to void his 
contract with the magazine. The 
court here ruled that the contract 
should be broken. The action fol- 
lowed the attempt by the Post 
Office Department to put more 
clothes on the Varga girl. 

In August of this year (AA, 
Aug. 18) Esquire, Inc., sued Var- 


gas, a group of calendar firms and 
William R. Johnston, former Es- 
quire advertising executive, to re- 
strain them from publishing cal- 
endars similar to the Esquire cal- 
endar. 

Vargas countered with a $200,- 
000 damage suit against the pub- 
lisher of Esquire for allegedly pub- 
lishing one of the sultry damsels 
without appending Vargas’ name. 
Federal Judge Michael L. Igoe 
dismissed the suit, and Vargas ap- 
pealed. The Circuit Court last 
week upheld the dismissal action. 


Fashion Fair Gives 
Bonus Trade Show 


Leader Enterprises, Inc., New 
York, sponsor of the Fashion Fair, 
the first of which was held in New 
York last June, will give exhibit- 
ors signed for the second edition 
of the Fair an opportunity to show 
garments from their spring line 
on Jan. 12 at a dinner and trade 
show in New York. 

The Fashion Fair is scheduled 
for June, 1948, at Madison Square 
Garden, New York. 


Tax Group Asks 
Congress fo Plug 
‘Tax Loopholes’ 


WasHINGToN—Reporting a “tre- 
mendous increase” in non-profit 
corporations, the National Tax 
Equality Association asked Con- 
gress Wednesday to tap the in- 
comes which foundations, educa- 
tional institutions, labor unions 
and government agencies obtain 
from investments and commercial 
activities which compete with pri- 
vate businesses. 

Illustrating its testimony with 
examples of recent investments in 
| manufacturing and real estate by 
|educational institutions, NTEA 
told the House ways and means 
committee that more than 73% of 
the gross income of known tax 
exempts now comes from publish- 
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ing, real estate, security and other 
business activities which compete 
directly with private taxpaying 
businesses. 

NTEA attorney Leonard J. Cal- 
houn contended that tax exemp- 
tion should apply only to income 
from dues, contributions, grants 
and gifts. He claimed that a non- 
profit organization “which con- 
scientiously tries to carry out the 
purpose for which it was estab- 
lished,” would “have few funds 
to invest in securities or to risk 
in business enterprise.” 


Says Tax Base Shrinking 


The NTEA argument stressed 
the danger of a shrinking tax base, 
and unfair competition with pri- 
vate business. “We can no longer 
grant tax freedom to any group 
with full ability to pay taxes,” 
Mr. Calhoun said, “nor can we 
continue to encourage the dissipa- 
tion of our taxpaying resources by 
permitting loopholes to exist in 
our tax laws.” 

Other witnesses, particularly 
church groups, insisted that busi- 


SALES are made at HOME 


WITH POINT-OF-SALE ADVERTISING IN THE CLEVELAND PLAIN DEALER 
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Cleveland Plain Dealer will 
purchases are actually made 
the famous Cleveland 2-in-1 
plus 26 adjoining counties, 
and towns). The Plain Dealer 
is the only metropolitan newspaper giving you two buying 
markets of nearly equal sales volume with one exclusive, 
low-cost coverage. Point-of-sale advertising in the Cleveland 
Plain Dealer will unharness this buying power and contrib- 
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cut to your biggest volume of sales? 


The Plain Dealer Market Survey 
department can answer these ques- 
tions and others pertaining to your 
business. Call or write your P.D. 
representative for an appointment 
to receive this individualized service. 
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nesses owned by non-profit cor. 
porations ought to remain untaxeg 
so long as the income is useg 
solely for public service purposes, 
without benefit to private stock. 
holders. Typical was the American 
Baptist Publication Society, which 
explained that all net proceeds of 
its publishing and distribution op- 
erations not needed for mainte- 
nence “are devoted to educational 
work.” 

NTEA’s attack extended to state 
liquor monopolies, and federally 
sponsored credit agencies which 
compete with private businesses. 
“At the very least,” it declared. 
“tax freedom for a government 
business means that the consumers 
of its goods or services are being 
permitted to escape taxation that 
must be borne by consumers dea]l- 
ing with other taxed businesses,” 


Cites Spaghetti Company 


As an example of recent capital 
activities of tax exempts, Mr. Cal- 
houn referred to the 80-year-old 
C. F. Mueller Company, one of 
the largest producers of spaghetti 
products, which has recently con- 
verted to a non-profit corporation, 
its earnings earmarked for the 
law school of New York Uni- 
versity. 

Washington University, St. 
Louis, he said, has almost $8,000,- 
000 invested in income-producing 
real estate, including more than 
50 business buildings and a rail- 
road freight station. He also cited 
Union College, Schenectady, which 
owns land and buildings of Allied 
Store Corporation; and the pur- 
‘chase of Lit Brothers, Philadel- 
|phia, by the University of Penn- 
|sylvania, and Frank and Seder 
| department store, Philadelphia, by 
— 


Both Parties Gain 


Under present laws, both the 
| business firm and educational in- 
|stitution gain tax-wise by these 
|real estate transactions, Mr. Cal- 
houn said. The seller obtains a 
high price from the _ institution 
| and deducts future rentals as busi- 
|ness costs. The tax exempt as- 
| sures itself a greater return than 
| it could obtain from other invest- 
| ments. 

His statement claimed many or- 
ganizations are set up purposely 
to take advantage of tax loop- 
| holes. He told how corporate earn- 
ings can be transmitted to tax- 
exempt foundations in the form 
of deductible contributions, then 
reinvested by the foundation in its 
benefactor’s business, enabling the 
donor to retain the funds in his 
business and to escape taxes. 


G-E Facsimile Equipment 
Reaches ‘Miami Herald’ 


The Miami Herald has received 
General Electric Company’s first 
“electronic newspaper” equipment! 
from Syracuse for its FM stations, 
which will use the new G-E built 
equipment for facsimile program- 
ming experiments. Other newspa- 
pers and radio stations soon to gé! 
similar equipment from Generé! 
Electric are: WDRC, Hartford 
WSB, Atlanta; WBAL-FM, Balltl- 
more; Akron Beacon Journal: ‘. 
Louis Star-Times; New Bedford 
Standard Times; WCBS-FM, New 
York; the Washington Post; P)ila- 
delphia Inquirer-WFIL; New Yor 
Times-WQXR; WOR, New \ ork, 
and the Toronto Globe and ‘Jal. 

Shipments are scheduled ove! 
the next three months. 


Westmore Names Wesley 


The House of Westmore, Inc 
|New York, has appointed Ws!) 


Associates, New York, to hanc © its 
| advertising, effective Jan. 1. ''° 
/motion in conjunction with a ne% 


/Warner Brothers film, “My 
Irish Rose,” will get under ‘ 

in January, with the Wes! no 
|company introducing a new © 
‘metic color called “Irish [0s 
|Plans for next year include sche¢ 
ules in newspapers, natio"é 
| magazines and local promotiv 
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AN ANNOUNCEMENT OF 
MAJOR IMPORTANCE... 
EFFECTIVE JAN. 1, 1948 


Che Philadelphia Pnguirer 


HAS APPOINTED AS ITS EXCLUSIVE 
ADVERTISING REPRESENTATIVES 


THEO. W. LORD 


Empire State Building, New York City 


ROBERT R. BECK 


20 North Wacker Drive, Chicago 


GEORGE S. DIX 


Penobscot Building, Detroit 


You undoubtedly are familiar with the great advances made by 
The PHILADELPHIA INQUIRER. Tremendous increases in circulation and 
advertising have established THE INQUIRER as one of America’s greatest 
newspapers and most productive advertising forces. 


This continuing growth leads logically to establishment of exclusive 
representatives. We will thus be able to provide more direct and personal 
services for our many friends among agencies and advertisers, as well as 
the many new accounts which have discovered THE INQUIRER’S selling 
influence. We firmly believe that the hundreds of daily requests for infor- 
mation and marketing data which we receive can be better handled under 
this exclusive arrangement. 


On the West Coast, Fitzpatrick and Chamberlin, 155 Montgomery St., San 
Francisco, continue as representatives for The PHILADELPHIA INQUIRER. 


CIRCULATION: DAILY...OVER 700,000 + SUNDAY...OVER 1,000,000 


NOW IN ITS 14th CONSECUTIVE YEAR OF ADVERTISING LEADERSHIP 
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NOW IN ITS 14TH CONSECUTIVE YEAR 


OF ADVERTISING LEADERSHIP 
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3,040,784 LINES 
IN NOVEMBER! 


Never before in Philadelphia have SO 
MANY advertisers placed SO MUCH ad- 
vertising in any One newspaper in any 


one month. 


This tribute to THE INQUIRER’S selling force 
is a fitting climax to the fourteen-year 
leadership in advertising linage, held by 
THE INQUIRER. 


Here is further evidence of a fact that has 
become firmly established as a market- 
ing principle in America’s 3rd market: 


PHILADELPHIA PREFERS THE INQUIRER. 


TELL IN THE MORNING...TELL IT IN 


The ‘Phi ladelphia y nguirer 


CIRCULATION: DAILY... OVER 700,000 © SUNDAY...OVER 1,000,000 
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Del. 1337), 330 W. 42nd St.. New 


(Central 7354). G. 


BRUNS, vice-presidents. C. 
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THE NATIONAL NEWSPAPER 
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A Problem for Advertising - 


The learned report on the moral 
value of the soap opera issued by 
Social Research, Inc., and briefed 
in these pages last week, recalls a 
major continuing problem of the 
advertising business. 

What Prof. W. Lloyd Warner 
and Dr. William E. Henry said in 
their report was, essentially, that 
the soap opera is not bad but 
good, since it provides vicarious 
adventure which affirms conven- 
tional moral values for a large 
segment of the population. In 
short, the daytime serial meets the 
spiritual needs of some 65% of the 
potential radio audience and does 
them good, not harm. 

The so-called soap opera has 
been the subject of more discus- 
sion than any other form of ad- 
vertising. 


/an advertiser can aim just above | 


ysis of Social Research to back | 
us up, that such an attitude is 
nonsense. Advertising, as all of | 
us know, ceases to be advertising 
in the true sense unless it reaches 
the intellectual level of the masses. | 
As a consequence, only the occa- | 
sional advertiser, striving to im-| 
press a particular segment of the | 
public—and usually a pretty small | 
segment—can afford to disregard | 
the general level of public taste | 
and public enjoyment. 

All other advertisers must, if | 
they are to stay in business, meet 
the general level of taste and de- 
sire, and there is no reason why 
they should be ashamed of this 
fact, nor be apologetic over it. But 


‘or just below this general level.|, 
It has been damned | In other words, he can make his|the commercial), “That stands for | 


—Modern Millwheel 


"Mr. Homrich has completed his research in vitamin enriched flour!" 


Jimmy's in Step 

We are reasonably reluctant to 
tell you this story because 
sounds a little far fetched, but 
Tide Water Associated Oil Com- 
pany swears it’s true. 


one Jimmy Purdon, starting 


| 
| 


It seems there was a little boy, | 
in | 


| all the information at hand? 
7. If the call is made, should it 
it be confirmed by telegraph? 

This is the sort of thing dear to 
the hearts of comptrollers, and it 
makes pleasant reading. Nowhere 
can you find who provided the 


ecard. Unless you check around. 


the first grade in West Lawn, Pa.,| 4nd then you'll discover that the 
near Reading. His teacher drew card came from— 

an “A” on the board, and asked | 
the students if they knew what it) 


stood for. 


heartily almost since its incep- | advertising a little worse or a | Tydol.” 


tion, and in general its defense has 
been weak. We have never been 
able to understand why there has 
been so much half-hearted sup- 
port for the soaper on the part of 
radio and advertising executives 
in the face of obvious facts about 
its ability to pull listenership. 

Yet there has been very little 
real support of soapers, even from 
those who gain most from them— 
those whose goods they sell in 
such vast quantities. There has 
been an implication, too often, 
that soaper sponsors feel a bit 
ashamed of themselves for foist- 
ing this corn on the listening pub- 
lic. 

We feel, even without the anal- 


The Need 


There are still too many people 
in the advertising business who 
don’t really believe in advertising. 

There are still too many people 
—in advertising—who believe that 
advertising is a racket. 
still too many admen who are a 


wee bit ashamed of being “huck- | 


sters,” gyps and disfiguring car- 
buncles on the body politic. 

There are publishers who think 
that advertising is something 
everyone ought use, except 
themselves. Their problem is “dif- 
ferent.” There are agency men 
who admit “it’s a living” but sus- 
pect that it isn’t a very honest 
living. There are industrialists 
who believe that advertising is a 
tool designed to foster their own 
personal vanities and egos ...a 
luxury to be enjoyed when times 
are lush and to be foregone when 
money is tight. 

Brashly, we invite all non-be- 


to 


| little more inane or lowbrow than | 
|it has to be in order to appeal to | vas right, sure enough, and she| 
|praised him for his alertness, and | 


There are | 


} 


the masses; or, he can make it a 
little better or a little less inane | 
or a little more highbrow. | 

He can’t go too far in either di- 
rection, or his audience walks off 
and leaves him. But he can—and 


level, and never fall below it. 


“Foolish boy,” said the teacher, 


Western Union. 


Conversation Piece 
Up spoke Jimmy, child of the) 
dvertising age (see, boss, this is| and his wife, and she said to him: 


There were two of them, a man 


“T’ve found the perfect Christ- 


'mas gift for you, Jim!” 


“Golf clubs that’ll automatically 


but later she learned that Jimmy ‘break 1002” 


the story got around Reading and 


finally reached Frank L. Frost, 


Tide Water’s advertising manager, | 


in New York. 
Mr. Frost sent Tide Water’s 


| 


“Something almost as good .. 
it’s Kohinoor sportswear — shirts 
and slacks.” 

“Is it different from what’s al- 


|}ready in my drawer?” 


“Different? Smile when you say 


| The following documents may |e 
|}secured without charge from cor- 
| panies sponsoring them or through 
| ADVERTISING AGE, by any national 
advertiser or advertising agency 
/executive writing on his business 
| letterhead. Address ADVERTISING 
AGE, 100 E. Ohio St., Chicago 1], 


|No. 2934. Report No. 5 of the Con- 
sumer Brand Inventory of 
Grocery Products. 


| This report in the Pittsburgh 
| Sun-Telegraph’s continuing brand 
| study, provides data directly com- 
/parable with Report No. 1 of a 
| year ago. 


No. 2935. KMA Market Study. 

| Station KMA, Shenandoah, Ia., 
| has issued this coverage and mar- 
ket study, which contains a BMB 
|coverage map, area-wide tele- 
| phone coincidental surveys and an 
|analysis of three consecutive years 
|of audience mail. 


No. 2936. Tenth Annual Survey 
of Homemaking. 


Dell Publishing Company’s 10th 
annual study, reporting on 59 
classifications of foods, household 
products and appliances, shows 
brand preferences since 1936 
_among readers of the Dell Modern 
|Group. Percentages of the mar- 
‘ket held by leading brands is 
|shown, with over-all use of each 


|type of product. 


/No. 2937. 
1948. 


This 32-page market book, is- 
|sued by Petroleum Refiner, re- 
ports on prospects for increased 
|expenditures in the next five years 
‘for plant expansion and additional 
' facilities in the domestic and for- 
leign oil refining, natural gasoline 
‘and petro-chemical industry. 
No. 2938. How to Get the Ameri- 
can Travel Dollar. 


Refining Expenditures, 


-| In this brochure the New York 


| Times reports the findings of a 
|study made among travel pros- 
pects, and illustrates the data with 
| two maps indicating the American 
|travel trend for the next several 


, - dirigible over West Lawn, carry- that! Kohinoor is smooth, beauti- | years. 
should—strive to keep his ap- ing “ lighted, 53-foot “A,” and/|ful and luxurious . . . and its colors 
proach a bit above the acceptable | 41) the students got honorary pilot | Will do something for that barber- 


all advertisers do that, they will| parachute for Jimmy containing | 


automatically raise the accepted |a $100 bond, a diesel-motored air- | around in shirtsleeves even in| 
level in the course of time, and|Plane, and tokens of gas and oil | company 
A this sl] |certificates for his relatives and | 
ae ne ee school teacher. And a letter from | Kohinoor is washable. 


keep on raising it. 
and gradual improvement is all | 
that anyone can expect advertis- | 
ing to contribute to the general | 
standards of public taste. 


to Believe 


lieving admen to get out of the 
business and into some other busi- 
ness which they do believe in. It 
will do them—and the advertising 
business—a lot of good. 

One need not believe that all 
advertising is good or useful to 
believe in the essential usefulness 
and value of advertising. One need 
not believe that all admen are in- 


telligent and honest to believe in| be given, and can it go by tele- 


the essential intelligence and hon- 
esty of advertising. 

There is plenty to criticize in 
advertising. It ought to be criti- 
cized, vigorously and effectively. 
And we of ADVERTISING AGE in- 
tend to continue such criticism. 

But we also believe in the fun- 
damental usefulness and value of 
advertising. Any adman who 
doesn’t—and there seem to be too 
many who don’t—owes it to him- 
self to get out of a business which 
he doesn’t respect. 


Mr. Frost, which said in part: 
“There is an even more im- 
portant letter than the Flying A, 


| 


If| buttons, and the blimp dropped a Shop suntan of yours!” 


“Oh? Then you'll let me parade 


" 


“Only in Kohinoor! Besides, 


No more 
growls from you because your 
favorite sportswear is at the 
| cleaners!” 


and that’s the letter ‘F.’ It stands) 
for Freedom, the most important 


thing in America. You were free 
to tell your teacher what you 
thought the ‘A’ meant. . .” 

Good publicity stunt, and a 
wonderful day for a six-year-old. 


Consider the Source 


“Now I’ve got to reciprocate, 
eh, dear?” 

“Oh, mink, at least.” 

Yessir, in ads people talk just 
like real people, only they’re more 
systematic, and even more inane. 


Jottings 


We have been diligently study- | 


ing a little card, passed on to us 
in the interest of economy. 

It asks if, before placing that 
long-distance telephone call, the 
reader will consider: 

1. If one-way information is to 


graph? 

2. If the person called will have 
to think over the matter before 
answering, if he’ll have to look up 
data, or confer with others? 

3. If the call will encourage 
non-essential information, prolong- 
ing the call at the company’s ex- 
pense? 

4. If the person called will be 
out of town or in conference? 


5. Is a written record of the, 


transaction advisable? 
6. Is it wise to telegraph ahead 
so that the person called can have 


Semantics lesson: In Detroit, 
WJBK’s “Harlem on Parade” is 
known as “Harlem Nocturne” on 
Sundays. 

Random House set a precedent, 
lately, when it published a full 
page ad for “The Victory,” by 


| Vincent McHugh. The copywriter 


was Vincent McHugh, who man- 
aged to be reasonably detached 
about the product... 

It’s late, but still newsworthy, 
that the four Cincinnati radio out- 
lets guaranteed free program time 
up to 40 quarter-hours to both 
political parties for the November 
city election. Some _ additional 
time was bought by each party 
but the sale was not solicited... 

And in Chicago, Lehmann’s 
Television uses direct mail to offer 
prospects a television set on a trial 
basis, without obligation . 


No. 2939.. Advertising Placed by 
| American Firms in Export 
| Publications. 

The first six months of 1947 are 
covered in this graphic presenta- 
\tion of various export publica- 
|tions’ share of the advertising 
placed by 2,000 companies. Ameri- 
|can Exporter issued the report. 


No. 2930. Retail Sales Map of the 
| Pittsburgh Market. 

_ Location and size of shopping 
|districts, with relative sales vol- 
umes, in the Pittsburgh market 
are shown in this map prepared 
by the research department of the 
Pittsburgh Press. It also indicates 
public transportation, residential 
rental valuation and _ population 
dispersion. 


No. 2906. Hygeia Reader Sur: 


| Starting with a tabulation of 
geographical distribution, t's 
'Hygeia report discusses the pub- 
\lication’s audience, showing f:™- 
|ily status, age, income, home own- 
'ership, occupation, etc. 

|No. 2897. Survey Report on [| 0f- 
eign Service. 

| Foreign Service, the official »\'>- 
| lication of the Veterans of For !s" 
Wars, has issued this 1947 Danie! 
Starch survey report. The an:'¥- 
'sis covers the publication’s read 
|ers—age, employment, owners"!P 
of homes, cars, appliances, ¢'.— 
and a breakdown of circulation DY 


| states and sections. 
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SOLD OUT— 
et a $3.60 top! 


That's how the Chicago Stadium was And the Stadium was completely sold 


packed—solid to the rafters—Nov. 22 at out to Chicago TIMES readers, well in 


The Chicago TIMES Third Annual Har- advance, at a $3.60 top! 


The same eager, responsive readership 
A capacity crowd of 22,000 wasonhand can help build your Chicago sales to 
to see the town's heppest hepcats, best Standing Room Only proportions. The 


_ amateur ballroom dancers, outstanding TIMES is read by more Chicagoans than 


girl vocalists and top Hollywood starsin any other evening paper... carries 


another great TIMES-sponsored specta- your ad at one of the nation’s lowest 


cle for benefit of hospitalized veterans. milline rates for the evening field! 


To sell them in Chicago, tell them in the D Al LY t 


TIMES 
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THEY COME TO CBS 
for the latest news 
and laughter, 

music and drama, 
ideas and goods. 


They come for purchases 


and pleasures, 


as people have always come 
to their great market-places: 


99,000,000 men, 
women and children 


(over ten years of age), 


each week, in every 
corner of the nation. 


They come... 


without leaving their homes! 
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=) How 99 


CBS reaches out to people wherever they are, 


through its carefully balanced coast-to-coast 
network: the most efficient in all Radio. 


The most efficient? 


Wholly impartial, independent evidence shows 


that CBS gathers listeners for its sponsors 
at less cost than any other network. 


This is true not only for the average program, 
but among the top programs in Radio, as well. 


Current audience figures show, that among 
the top network programs today, CBS leads 
with 5 out of the first 5 in the daytime, and 
4 out of the first 5 in the evening in lowest 
cost per thousand families actually reached! 


But just how can one network be more 
efficient than the others? 


The answer begins with the facilities of 
networks; with the number and type of the 
individual stations of each network —and 


here are some very simple facts about then: 


Consider the network —not CBS—which has 


the largest number of Radio stations 
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{people gather every week... 


without leaving their homes! 


are, 
st 


en: 


has 


in the United States today (some 400-odd). 
But this network also has the smallest 
average audience in network Radio today. 


Is it a matter of programs, merely? 


What of the fact that this “largest”? network 
has far more low-powered stations (250 watts 
or less) than any other network; and more 
significantly, also has the heaviest proportion 
of low-powered stations among all networks. 


CBS has only 161 stations in the U.S. But 
they are a powerful combination of stations 
linked into a superbly “balanced” network. 


CBS has a higher ratio of high-powered 
stations (5,000 w. or more) and a lower ratio 


of low-powered stations than any other network; 


CBS has power where power counts most! 


We begin to see why the superbly “balanced”’ 
CBS network—with 62% fewer stations— 


can deliver 44% more audience, by actual count, 


than the numerically “largest” network. 


The pattern is consistent for the next “‘largest’”’ 


network. This one has over 200 stations. 


But its proportion of low-powered stations is also 
very high (second only to the “‘largest’”’ network). 
So CBS—with 29% fewer stations—delivers 

25% more audience than it does. 


The evidence on CBS leadership over the fourth 
remaining network, is readily available, and 
conclusive. CBS has more high-powered stations 


and fewer low-powered stations than this network. 


And the independent figures show that 
CBS sponsors get their audience at lower costs 
than the sponsors on this network, too. 


The power and balance of CBS stations combine 
with the range and power of CBS programs 

to make CBS what it is today: 

a rich and vivid center in the life of America, 

a fabulous “‘market-place”’ gathering 99,000,000 
people together each week... 

more efficiently than any other network. 


The detailed, factual data which support all the statistical summaries 


in this message are available on your request. 


COLUMBIA BROADCASTING SYSTEM 


—where 99,000,000 people gather every week 
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16 
Coe to Manage WLTV 


Robert L. Coe, chief engineer of 
Station KSD, St. Louis, and man- 
ager of KSD-TV, has been ap- 
pointed manager of WLTV, the 
New York Daily News television 
station, which expects to go on the 
air next spring. The News has 
signed a contract with RCA for a 
5 kw television transmitter and 
pickup equipment. 


Presto Promotes Wilson 


Paul E. Wilson, who joined the 
National Pressure Cooker Com- 
pany, Eau Claire, Wis., maker of 
National and Presto pressure 
cookers, last September, has been 
appointed eastern sales manager 
with headquarters in New York. 


FREE increase reader- 
ship of your ads 
with LIFE-like EYE* 
CATCHER photos. Used 
by biggest advertisers. 
Nothing _lik 


monthly. Mat or Glossy 
Print plan at low cost. 


KLX Has Unusual 


Idea: Newscasts 
to Fit Audience 


OAKLAND — Station KLX here 
has changed its method of pre- 
senting newscasts and is stressing 
the new “person to person” tech- 
nique in local advertising. 

The change is from the usual 
rapid, keyed-up delivery to a sim- 
ple, straightforward style. Glenn 
Shaw, general manager of the 
1,000-watter, explained that the 
move is to adapt newscasting to 
the audience. 

“A radio audience is not a mass 
meeting,” he said. “It is many 
small audiences usually comprised 
of one, two or three people sitting 
in their own homes, and we do not 
feel that we need a megaphone to 
reach them... 

“Previous to the invention of 
radio it was necessary to shout to 
make yourself heard by great mul- 
titudes of people, and the idea has 


|generally held over in spite of 
‘modern advances in voice trans- 
mission. Many people shout over 
' the telephone, and many radio an- 
nouncers just can’t believe that 
there aren’t really millions of peo- 
ple out there, instead of just 
daddy, mamma and junior in most 
cases.” 

The transition is being pro- 
moted in 24-sheet posters, news- 
paper display ads and merchan- 
dising aids. In addition, $1,000 in 
prizes is being offered for the best 
20-word statements by listeners 
about the technique. 


Appoints Dollard 


Paul M. Dollard, vice-president 
and treasurer of American Type 
Founders, Inc., has been appointed 
president of Daystrom Corpora- 
tion, Olean and Friendship, N. Y., 
manufacturer of tubular chrome 
furniture, and ATF, Inc., asso- 
ciated company. He has been a 
director of Daystrom Corporation 
and president of Daystrom Lam- 
inates, Inc., Daystrom, N. C., an- 
other ATF unit. 


... for that’s where sales are 


made. And lithography is an 


effective way into the minds 


of people. Better lithography 


makes a better impression— 


both on paper and on people. 


Better lithography is 


Haynes business. 
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Advertising Age, December 


We’re glad to report that Philip Everest, director of the Nationa! 
Association of Transportation Advertising, New York, is recuperat. 
ing from an operation in Mercy Hospital, Rockville Centre, N. Y. . . 

Marie Saunders, a copywriter at Batten, Barton, Durstine & Os- 
born, New York, was the subject of one in a series of articles on 
women writers by Carol Taylor in the New York World-Tele- 
gram... 

Sam Gale, v.p. and ad director of General Mills, and Joe Ratner, 
research associate of Meredith Publishing Co., switched locales for 
speech-making purposes—Mr. Gale telling the Des Moines Adclu) 
about “Tomorrow’s Advertising,” and Mr. Ratner appearing before 
the Women’s Adclub of Minneapolis. . . 

A proclamation went out—regular Know all Men by thefe Pre- 
fents kind of thing—from Bennett, Walther & Menadier, Boston 
agency, asking friends for cocktails in the Princeff Room of the 
Hotel Somerfet to “renew and maintain valued friendships.” Sig- 
natures of Nelson Bennett, pres., Ted Whittemore, exec. v.p., and 
staff members made it Official. . . 

The balmy island in the West Indies owned by Louis R. Wasey, 
chairman of the board of Erwin, Wasey, New York, is the subject 
of a story titled “Millionaires’ Hideaway,” by Harold H. Martin in 
the Dec. 6 issue of The Saturday Evening Post. . 


PERSONALITIES—Hugh B. Terry, manager of Station KLZ (left), and Dr. Frank 
Stanton pose beneath their respective caricatures in Mr. Terry's office during 
the CBS president's visit in Denver. 


The man behind the whiskers in the bulging red suit giving 
out gifts at the 20th annual Christmas Party of the Advertising 
Women of New York on Dec. 13 was none other than John H. 
MeNeil, general manager of WABD, New York, DuMont video 
station. John has been playing Santa Claus at this affair for the 
past four years... 

James McElroy of the Mutual Broadcasting System, New York, 
became engaged recently to Margaret Quinlan of Norwalk, Conn. 
... When members of the Radio Executives Club and the Adver- 
tising Club of New York gathered at a joint luncheon meeting on 
Dec. 3 they all joined in singing ‘““Happy Birthday” to Duane Jones, 
head of the New York agency bearing his name, who was cele- 
brating that day. . . 

NBC Vice-President William S. Hedges has been named chair- 
man of the broadcasting industry committee of the current Sal- 
vation Army campaign. .. Chester J. La Roche, chairman of the 
board of La Roche & Ellis, New York, is president of the New 
York chapter of the drive to raise $750,000 to establish a Kenny 
Institute in New York for the treatment of polio. Mrs. La Roche 
is vice-chairman of the women’s executive committee for the 
eastern area... 

Robert Hussey, Young & Rubicam program development di- 
rector in Hollywood, home from a Merced, Cal., duck hunting 
trip, tried vainly to fill promises around the office with a total bag 
of two birds. . . Robert Z. Hall, ABC publicity chief in Holly- 
wood, is keeping in trim by finishing a half-completed house !1e 
bought in Granada Oaks, accompanied by one acre of oranges (0 
play with... 

It was Dec. 1 that Jack Scott of Schwimmer & Scott, Chicago, 
met Bob Burns, radio comedian and mule farmer. After talking 
about an hour they began discussing Van Buren, Ark. Seems both 
grew up there about the same time but had never known each 
other. . . 

Robert F. Burbach, eastern ad manager of Hospital Managem: 
welcomed his third daughter recently. .. When Robert R. Yous, 
chairman of the board of the C&O, went back to his native Tex:s 
recently he was given a state banquet by Texas Gov. Beaufo'd 
Jester. After the banquet Mr. Young returned to his home to 
of Canadian... 

One hundred and fifty public relations books, made possible -Y 
a gift of $1,000 to the New York Public Library from Edward - 
Bernays, specialist in this line, and selected by him, are ! 
available to the public at the 42nd St. library. .. Howell G. Eva®’s, 
v.p. in charge of sales of Hamilton Mfg. Company, Two Riv: 
Wis., has been elected president of the Wisconsin state Chan 
of Commerce. . . 

Account exec Harold Prince, of G. M. Basford Co., New Y' 
and his brother, Vice-Dean Jerome Prince, of the Brooklyn L.” 
School, will conduct the new Mystery Story Workshop at the C:'- 
lege of the City of New York. The Prince brothers have cv- 
tributed to numerous mystery magazines, and their works have 2)P- 
peared in several anthologies of “best” detective stories. . 
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Advertised exclusively in Pictorial Re- 
view for “the outstanding Sales Success 


of all time in the home appliance field.” 


The Southern California market was par- 
tially static due to product shortage. Yet 


in one month of Pictorial Review adver- 


tising, this market was revitalized. All 


dealers reported unprecedented activity. 
Customers made deposits as well as full 
payments for future delivery. Subsequent 
Pictorial Review pages resulted in de- 
veloping bona fide orders that have 


established new records each month. 


As a result of the uninterrupted schedule 
in Pictorial Review, the current demand 


in the Southern California market is still 


OVER 6,500,000 HOMES 


unsatisfied. What’s more, it gives every 


indication of continuing that way. 


Pictorial Review’s Bendix advertising 
has piled up future orders for the Dis- 
tributor too. Orders in the house have 
already accounted for December expected 
deliveries and everything indicates that 
the first quarter 1948 will be the biggest 
ever. What’s more, a single order received 
from one store will pay the entire cost of 


Pictorial Review advertising for 1948. 


Advertiser Satisfied? AND HOW! 


Circulation, exclusiveness, and reader- 


ship of Pictorial Review produced such 


fy 


outstanding results, far beyond those 
anticipated, that the advertiser has re- 
quested reservation of 52 color pages of 


Pictorial Review space in 1948. 


Pictorial Review Carries The Load Alone 


Pictorial Review is creating this tremen- 
dous demand for Bendix and is increasing 
it every Sunday. That’s the kind of selling 
you can expect when you put your prod- 
uct in Pictorial Review. Whether your 
selling job is local, sectional or national 
—to move mountains of merchandise in 
one or ten great markets—put Pictorial 
Review's synchronized sales power to 


work today. 


FROM COAST TO COAST 


covering over 6,500,000 families in 10 major markets through the Sunday issues of 


New York Journal-American 


Baltimore American 


Pittsburgh Sun-Telegraph 


Detroit Times 

Chicago Herald-American 
*Milwaukee Sentinel 
Boston Advertiser 


(*Milwaukee Sentinel represented for Pictorial Review only) 


Los Angeles Examiner 
San Francisco Examiner 
Seattle Post-Intelligencer 
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18 Advertising Age, December 15, 1547 
. | Boardman advises dealers that | * | vertising produce more sales by 
Ford Unit Urges Bees only will these items be of | Better Selling § merchandising it more efficien y 
VY ] tid Gift ‘value to the customer but will to and through sales forces in the 
uletide Its | have a practical purpose in keep- P) P field. 
|ing the Lincoln - Mercury trade- | p f M { He warned, however, that it 
to Customers! 'mark before’ the restaaaanel 0S Wal us e will be a “lost opportunity” un- 
Detroit — Lincoln-Mercury di-/| throughout their use.” less division and district man- 


vision of Ford Motor Company —————_ — Sa i h - -agers are taught how to teach 
can claim a postwar “first.” Names Murphy, Buxton Clinic mp asiZes salesmen in successfully © using 

Not since automobile dealers Ernest Murphy, president of | these “tools’—tools which “de- 
paid a premium for used cars to | pressed Steel Car Company, Pitts-_ MILWAUKEE—Better selling is a | Serve as much care and ‘Study as 
make new car sales, have auto|burgh, and A. L. Buxton, presi-|“™ust” in the postwar market,/ management and advertising de- 
makers suggested that their deal- dent and director of Kentucky |management executives agreed at | partments and agencies devote to 
ers give something away. But Ray Chemical Industries, Cincinnati,|the sales clinic conducted here |Preparation of the advertising 


Boardman, head of Lincoln’s parts ave been appointed to the execu-|/Dec. 4 by the Sales Managers’ | campaign.” 


Bl ag 3 a and accessories department, is. ae Rng BS. Sena eed wy « Association of Milwaukee. Lists Major Values 

: * ae ) : ) , : ‘ hee ; | 

; i Kn ‘ urging dealers to get back to the | represent railroad supplier mem- The advertiser’s most important | Values offered to dealers py 

time-honored custom” of giving|/bers and shipper members, re-| Selling tool is his advertising and | j,oct ad campaigns, he said, in- 

Christmas gifts to customers as‘ spectively. “efficient use of that tool is more | clude: (1) store inaitic: (2) aac, 

‘ “an _expression of business ap-— _—_ |important today than it has ever and profits; (3) ienewer and (4) 

i preciation. | Willard Joins Brown been before,” the conferees were! customer confidence. He offered 

_ PHOTO ENGRAVING COMPAN He suggests such items as utility | _ S. Willard, formerly with told by Lionel B. Moses, merchan-| 46 histories showing how ad- 
: 4 lamps, tire and fire units, license | , dising manager, Parade Publica- | 


+. |'Lester B. Hawes Agency, Boston, |“ 
41-17 SO. DESPLAINES ST. © CHICAGO 6, ILL. plate frames and packages of | hea pe Rent peer tet r + et He ‘Asso-_ tion, Inc. He stressed the oppor-| 


waxes, polishes and cleaners. ciates, Boston agency. tunity of management to make ad- 


vertisers actually adapted ideas 
and techniques in pointing up 
these values to retailers and boost- 
|ing sales. 

| Paul Heyneman, San Francisco 
| sales consultant, told the 500 sales 
managers attending the one-day 
.clinic that employers themselves 
/must make the choice whether 
|their salesmen join unions or re- 
|gard themselves as part of man- 
‘agement. “Unless you treat them 
as part of management,” he said, 
“you are only entitled to their 
|labors, not their loyalty.” 

| Sales managers who have im- 
‘posed unfair working conditions 
/on their salesmen should not be 
surprised if the latter turn to 
unionization, he declared. He 
urged sales chiefs to make adjust- 
ments before they are demanded, 
so that salesmen will consider 
themselves part of the operating 
| companies. 


| 
| Warns Against Recession 


| The future of the nation rests 
in some degree in the hands of 
|both salesmen and management, 
| the meeting was told by Richard 
G. Gettell, New York, assistant 
| to the publisher of Fortune. Some 
'foreign governments, he warned, 
are betting that the United States 
| will have a depression. “American 
_ business must cover that bet,’ he 
'said. Business soon will have the 
| choice of cutting production or in- 
iecreasing sales efforts, he _ de- 
| clared, and unless salesmen are 
lable to meet the challenge, a re- 
/cession will result. 

Gene Flack, New York, presi- 
dent of the National Federation of 
'Sales Executives, scoffed at “con- 

ee a fused” economic thinking. He 
3 said some _ economists predict 

\“doom and disaster” and others 
\“the greatest prosperity in the 


YOU CAN'T BEAT THE BIG 3 FOR ACTION \je——ecomenee 
IN THE YEAR-ROUND FLORIDA MARKET (hotel 


‘| all economists end to end they 
wouldn’t reach one conclusion. ’ 
He urged the salesmen to com- 
bat negative propaganda by keep- 
@ The stage is set for action--real selling action--in the great Florida ing on with their selling of the 
. ’ 7 2 . entire output of American indus- 
i market. For here is an audience that is one of the fastest-growing in ‘try. Don’t let yourselves be talked 
America, and one which tops the South both in individual earning and “tae ee pone , 
| . 7 . . | ’ 5 
‘| per capita spending. Here, too, is a market that’s solidly concentrated ‘Hoffman & York, Milwaukee 
: 4 ‘ im i club, 
| , a in the Big 3 trading areas where more than 53% of the state’s total | agency, and president of the clu 
p \said it was planned to make the 
| retail sales take place. sales clinic an annual affair. 
And here are the Big 3 newspapers, -- the leaders in circulation, Chase Promotes Perry 
coverage, and reader-influence, -- th in rs that pr Sherman H. Perry, who 2 
ge, d read —_— 2 ee ee P oduce been with Chase Brass & Co; pe! 


| 1924, has been promoted from +°"- 
eral sales manager of the mil! @!- 
vision to vice-president in ch: 'g¢ 
——, ‘of sales. Marvin A. Joy succ: eds 
|Mr. Perry in the mill divi-10? 


MIAMI HERALD FLORIDA TIMES-UNION TAMPA TRIBUNE {fas been” named assistant  =le 
* 


jacksonville + /manager. 


Notional Representatives Notionol Representatives scpansinansinpannitinantatte 
Inc. ' id, Inc. KIOA Names Agency 
| Story. brooks Finley, 'n Reynolds-Fitzgero tation KIOA, new’ Des #0108 


\ker Co. station, which expects to go 0 
the air about Jan. 15, has “P 
/pointed Meneough, Martin & ~°Y- 
'mour, Des Moines, to handle ** 
‘advertising. KIOA will ope: at 
on 940 kc., with 10,000 watts © °)~ 
time and 5,000 watts nightt! 


— 


; 

| the kind of action that moves goods in the year-round Florida market. ‘Company, Waterbury, Conn., se 
| 

| 

| 

| 


presentotives 


Notiono! Re 


A. S$. Grant, Atlanto M  jonn and Kelley, Inc.. Aneme ses) Sawyer-Ferguson-We 
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Albert Hailparn, E-F executive vice-president 
... in the spring of 1944 was Captain Hailparn, 
USAAF, home on leave, and having a busman’s 
holiday in the office. As the only art connoisseur 
in the Company, he was delegated to find some 
non-commercial art suitable for the E-F annual 
Gift print... But 1944, you remember, was a 
year of D-Days, doubts, dread, casualty lists, 
shortages, and events more memorable than 
Christmas and the Gift print wasn’t printed. 

And now for the first time in four years, 
paper and press time permit the production of the 
Thomas Benton selected in 1944 by Captain (now 
Mr., and Al to his friends) Hailparn...who 


herewith accounts for his selection... 


66The usual ‘Tobacco 
Road’ subjects painted by 
Thomas Benton have always 
been macabre and depressing 
to me—something to look at 
and forget fast... 

“That afternoon in 1944, shopping art 
galleries, I was mentally a GI Joe, very fed 
up with a war that showed no 
signs of ending. The 


Sletmes Greetings 


from Thomas Benton, Al Hailparn, and E-F... 


uncertain sky, the lush meadow grass, the 
peach trees pink and white, the exuberance 
of the horse and the boys, the luminiscent 
quality of the paint...all made ‘Spring 
Tryout’ seem like a glimpse of a simple, 
naive, gay, almost forgotten world, pretty 
wonderful and far away. 

“It also occurred to me that the painting 
was the only happy Benton I had ever seen. 
And after three years I still like it more than 
any other Benton I have ever seen.?? 


So it is our pleasure this holiday season 
to be able to offer with our best wishes... 
a faithful reproduction in full color of 
“Spring Tryout’, lithographed with loving 
care by craftsmen who do care. The print 
is 304 by 24% inches, and a collector’s item. 
If you are not on our lists and would like a 
copy, please let us know. 

EINSON-FREEMAN Co., Inc. ... not-always 
non-commercial Lithographers, Starr & Borden 
Aves., Long Island City, N. Y.... with offices 
in Chicago, Cleveland, Cincinnati, Dallas, 
Minneapolis, St. Louis, Atlanta, San 
Francisco, Los Angeles. 
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PAUL H. RAYMER COMPANY 
NATIONAL REPRESENTATIVE 
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show. 


* Estimated by counties 
from BMB Report 


\ 960 KILOCYCLES 
\\ COLUMBIA NETWORK 


TH BEND 


10% 


Week to Nov. 29, 
Week to Nov. 22, ’°47* .396 
Week to Nov. 30, 
Week to Nov. 23, 
Month of Oct., ’47*. .298 
Month of Oct., °46*..278 


Thanksgiving week a year ago, 


Houston, with a 38% gain, again 


DEPARTMENT STORE. 


_— SALES INDEX 


1935-39 EQUALS 100 


*47* p367 


°46* .334 
"46*. 363 


*Not adjusted seasonally. 
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Advertising Age, December 15, 1947 


WSBT Has Added 138,680 *e222:2kz772nam 


WASHINGTON—Department store 
sales in the last week of Novem- 
above those in 


Federal Reserve Board figures 


there's no magic in mere numbers! 


From all the trees in the forest, you'll choose 
only one kind to deck with Christmas lights. 
And it’s the same way when you're advertising 
a home product. Remembering that teen-agers 
don’t buy carpets, and stenographers aren’t 
top customers for cake flour, you ll look for 
the only kind of reader who can brighten your 
sales picture. And that’s the full-time, 24- 
hour-a-day homemaker. 


An audience of homemakers exclusively is 
the reason you find the big names among 
home product manufacturers month after 
month in the American Home. Its editors 
write of homemaking—and nothing else. So 
its readers are homemakers—and nobody 
else. You don’t squander a single advertising 


FOR HOMEMAKERS ONLY... 


> More than 2,500,000 families with a consuming interest in the home 4 


Pr 
Pe: fi ; 
« 


dollar on those who are unlikely buyers. 

What’s more, these readers are the active 
buying heads for over 2,500,000 homes. As 
they read, these folks are shopping for home 
needs. You tell them and sell them while 
they’re in a home-thinking, home-planning, 
home-fixing mood. 

Whether you're marketing mattresses or 
mayonnaise, rugs or refrigerators, insulation 
or insurance, your home product advertising 
travels in congenial company, reaches a con- 
genial audience, in the American Home. 


For reader magic that can light your sales 
goal next month and every month, you can’t 


. Try 


beat the American Home. . it and see 


for yourself. 


| 


| 


had the highest year-to-year ga ) 
among major cities, and the Dall... 
(11th) reserve district led with « 
19% increase in department sto;e 
dollar volume. 

The lowest gain registered wis 
1% for the New York (second) 
district. New York City had a 1° 
loss, Los «Angeles sales were off 
1% and in Néw Haven sales were 
down 7%. : 

Sales reached 367 on the index 
based on 1935-39 averages. 

Yr.-to-Yr. % Change 
Week Ending 


Federal Reserve Nov. NOv. Noy. 


district and city 15 22 29 
UNITED STATES 11 9 10 
Boston District .... 11 9 5 
New Haven ...... -1 -3 7 
PUNE so S6' ks os 0 12 9 5 
Springfield ...... 8 13 
Providence ...... 3 x 7 
New York District... 4% 5 l 
PROWOPE. 665 cbr 2 r3 l 
SE” -,-2 0.0 Vins eo 14 2 10 
mew Work ...6.03 9 6 -1 
Rochester ....... 13 6 9 
BYTACUGO § o.6 ik hava 19 0 2 


Philadelphia Dist... 15 20 15 


Philadelphia ....r22 21 16 
Cleveland District... 14 13 14 
MUON 6 ctdaveses 10 9 3 
Cincinnati ....... 18 10 16 
Ci@veremd ....6.5 12 12 20 
COIMMIOES «i..%.. 7 13 13 
PEN) a wilwe 0% oo 0 15 9 15 
Pittsburgh ...... 7 - 7 
Richmond Dist. .... 2 r5 4 
Washington ..... 2 5 6 
Baltimore «....... 3 3 1 
Atlanta District ... 10 r7 12 
Birmingham .... 19 18 23 
ER, a.4.<.% Wietue 46.8 1 -5 * 
ee 7 r7 8 
New Orleans .... 15 10 17 
1 2 -6 10 
Chicago District ... 15 rg 16 
+ | | are 10 S 1] 
Indianapolis ....: 14 5 18 
0 rr 19 16 2 
Milwaukee ...... 15 6 10 
St. Louis District... 16 11 18 
Little Rock ..... 9 7 16 
BAMIBVENIO oo. 12 11 21 
ae ar ae 20 8 18 
oS eee ee 0 13 9 
Minneapolis Dist... . 
Minneapolis ..... 
— &. aera (Not available) 


Duluth-Superior . 


Kansas City Dist... 12 9 11 
SPORE voces vc scca 9 2 8 
, Se 0 4 15 
Kansas City ..... 19 16 15 
De, SOOOON 2... cca. 10 10 16 
Oklahoma City .. 13 7 11 
I 5 9 5a 6.4.83 6 6:3 11 9 14 
Dallas District .... 15 11 19 
EAS q 0 15 
Fort Worth ..... 14 r14 12 
| 30 38 
San Antonio ..... 14 S 15 
San Francisco Dist. 5 rs 4 
Los Angeles Area 2 -3 1 
8! ee © 2 10 
San Francisco ... 1 6 0 
POPUIMME acai 13 22 21 
Salt Lake City... 16 18 8 
EGED accede an 2 20 t 


r—Revised. 
*Data not available. 


Two Nanie Brisacher 


Breakfast Club Coffee, Inc., Los 
Angeles, coffee roaster and packer, 
has named the Los Angeles office 
of Brisacher, Van Norden & Staff 
to handle its advertising. Califor- 
nia and Arizona newspapers wil! 
be used, followed by radio, out 
door, point-of-sale and trade pu»- 
lication advertising. Guittard 
Chocolate Company, San. Fren- 
cisco, has appointed the San Frsno- 
cisco office of Brisacher to han 
all advertising. 
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It's good business to watch WORLD business 


Published by United States News Publishing Corporation 


So. KEOGH, ADVERTISING MANAGER 30 


ROCKEFELLER 


Nineteen months ago something hap- 
pened to the “reading-time” of 
112,000 important businessmen. 


When World Report was born, 19 
months ago, 112,000 men, vitally in- 
terested in world affairs, became full- 
paid subscribers — almost overnight. 
Why? Because in World Report they 
found interpretations and forecasts of 
international news presented in a con- 
venient, authentic manner not avail- 
able anywhere before. 


83.5% of World Report’s subscribers 
made the flat statement that they con- 
sidered a knowledge of world affairs 
of importance to them in the conduct 
of their businesses. 


It is quite evident that one of two 
things happened — either these busy 


executives increased their reading-time 
‘ to include World Report, or they con- 


centrated on World Report first be- 
cause of its importance to them, and 
cut down their reading somewhere 
else. In either case, World Report, to 
these readers, is a definite must. 


f 


So, no matter where else you adver 
tise, you need World Report with its 
[12,000 important businessmen gath 
ered, for the first time, in a singie 
audience through a single all-impor 


tant theme. 


| oO make your adv ertising most ¢ He 
tive you must use World Report 
most important magazine to 112, 


men whose reading-time ts 


WORLD REPORT 


PLAZA NEW 


YORK 
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... that is one reason why most of the 
important transportation lines carry copies of 
: the current issue of SPORTS AFIELD every month. 


Here is a partial list: 


American President Lines Nashville, Chattanooga & 
Arizona Airways St Louis Railroad 
, Atlantic Coast Line Railroad National Airlines 
Boston & Albany Railroad New York, Porto Rico 
i Braniff Airways Steamship Line 
Capital Airlines Northern Pacific Railway 
Challenger Airlines Pacific Northern Airlines 
Chicago, Milwaukee, St. Paul Pan American World Airways 
& Pacific Railroad Pere Marquette Railway 
if Delta Air Lines Pioneer Air Lines 
Denver & Rio Grande Western St. Louis, Southwestern Railway 
Railroad Swedish American Line 


Eastern Air Lines 
Louisville & Nashville Railroad 


Missouri Pacific Lines 


Trans World Airline 
Wisconsin & Michigan 
Steamship Co. 


2? 4 


of life—and the leisure and means to enjoy them. 


For instance, @ recent survey shows that Spend-o- - 
crats travel much more than the average man— 
36% moreto be exact—consequently they represent 
better prospects for transportation, luggage, etc. 
. ws 
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Named ‘Nation’ A.M. 


Shirley May Segan, former as-| succeeding William B. Brown, who 


* sistant 


advertising manager 


of 


BESZqgeST 


war orf 


PAPER CEMENT 


Ideal for Photo Albums, Scrap Books and 
Every Paper Pasting Purpose. Sold by Photo, 
Stationery and Artist Supply Dealers. ... 


: 


PASTING A ee 
PLEASURE : 
&) 
i> XS 
OR 


The Nation, New York, has been 
appointed advertising manager, 


has joined Griscom Publications, 
Glen Cove, N. Y., as national ad- 
vertising manager. 


Becomes Partner 

John C. Schoppert, formerly on 
the sales staff of United Air Lines 
and later with Northwest Airlines, 
Portland, Ore., has entered a part- 
nership with T. H. Graham in the 
Willamette Travel Service, Al- 


Pat Steel Joins NBC 


Pat Steel, former promotion 
manager and program director of 


NBC, New York, as a copywriter 
in the advertising and promotion 
department. 


Trapp Joins L. A. Agency 

Charles E. Trapp, formerly gen- 
eral sales and advertising man- 
ager of Erle P. Halliburton, Inc., 
has joined Agency Associates, Inc., 


bany, Ore. 


Los Angeles. 


A I do eh aL apr 


Advertising Age, December 15, 19:7 


Keidel Changes 


R. E. Keidel, formerly assist- 
ant advertising manager of 


KPLT, Paris, Tex., has moved to | Tremco Mfg. Company, has joined | 


Study Shows Best 


Euclid Road Machinery Company, 
Cleveland, as assistant advertising 
manager. 


Kleen-Ezey to Ellis 


Lazarus Laboratories, Inc., Buf- 
falo, manufacturer of Kleen-Ezey, 
has appointed Ellis Advertising 
Company, Buffalo, to handle its 
advertising. 


New Ad Bureau 


Grocery Ad Ideas 


New YorK—Pictures of babie., 
animals, children and well-know) 
people attract far more readers of 


grocery display ads than do pic- 
tures of women, men or couples. 
| Yet the latter are used to illus- 
trate considerably more ads than 
the former group. 

This upsetting fact and others 
as significant are revealed in a 
new slide film by the Bureau of 
Advertising, ANPA. The film was 
shown to Chicago agency execu- 
tives last week, and this week will 
be shown here for members of the 
Four A’s and others. 

The material, later to come out 
in booklet form, is the second part 
of the bureau’s “More Power in 
Newspaper Ads” study of reader- 
ship performance of grocery prod- 
uct advertising. The first part 
covered editorial techniques (AA, 
Oct. 6); the new report covers dis- 
play techniques. 


Based on ARF Studies 


Both studies are based on read- 
ership of 1,120 ads aggregating 
more than 235,000 lines of na- 
tional copy covered in the Adver- 
tising Research Foundation’s con- 
| tinuing studies since 1939 of news- 
|paper reading. They show how 
various techniques pull women’s | 
attention, as an average and by | 
|range of variation. Performance 
|is given for each of four sizes of 
lads ranging from 70-99 lines to 
| 500-600 lines. 

The bureau study emphasizes 
that many types of illustrations, 
| layout methods and the like which 
pull highest readership have been 
used less frequently than weaker 
_types. It also shows that even the 
| weaker types—reverse plates, 
package illustrations, line draw- 
|ings, layouts with more than one 
|dominant illustration, etc. — can 
pull high readership if given orig- 
'inal treatment. 


g Fine Coated Paper 
gg Needs No Other Name 


When Consolidated ‘‘streamlined”’ the manu- 


facture of coated paper, improved pfinting 


qualities were achieved and costs were lowered. 

This superior enamel ... sold at uncoated 
paper prices... remains fine coated paper 
and needs no other name. 


| Appoints Aylward A.M. 


Thomas J. Aylward, formerly 
on the advertising staff of Mac- 
fadden Publications, has been 
named advertising manager of St. 
Charles Mfg. Company, St. 
Charles, Ill., manufacturer of cus- 
tom built steel kitchens, succeed- 
ing Sue Egan, who has been placed 
in charge of public relations. 


Frisco AMA Elects 


Robert. E. Baxter of Facts Con- 
solidated has been elected presi- 
dent of the San Francisco chapter 
of the American Marketing 
sociation. Others elected ire 
Charles J. Marsh, Paraffine Coin- 
panies, and Rodger I. Mendes, !'a- 
cific Gas & Electric Compa.y, 
vice-presidents; Lewis W. Form, 
National Analysts, Inc., secrete 'y, 
and John R. Doxey, Califor ia 
Packing Corporation, treasure! 


<i aa *., 5 Photograph Courtesy of 
a PM : aii TRAVELERS INSURANCE COMPANIES 


Consolidated Coate 


\ Papers PRODUCTION GLOSS 


MODERN GLOSS 
This unusual photograph of a drop of oil 
appeared in “Protection”. . . a monthly 
publication of the Travelers Insurance 
Companies. It was not only an eye catcher 
but dramatically illustrated the feature 
editorial on elimination of friction in 
business. 
Photographs of this nature can be repro- 


AS- 


duced best on a fine enamel-coated stock. 
“Protection” is printed regularly on Consoli- 
dated Coated and is one of the many important 
periodicals for which this finer coated paper 
is specified. 

_ Manufactured in weights down to 45 
pounds, Consolidated Coated Papers meet 
almost any printing need. 
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CONSOLIDATED WATER POWER & PAPER COMPANY We 


SALES OFFICES 
136 $0. LA SALLE $T., CHICAGO 3 


MAIN OFFICES 


WISCONSIN RAPIDS, WISCONSIN 
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lhe Hearst Newspapers once again urge 


America to bolster 


Peace with 
Preparedness 


IF | CAN GET 
THAT GOING 
1 NEED HAVE 


Twice, in a little more than a generation, America has been 
attacked. Twice, we have been forced into long and exhaust- 
ing wars when we were not prepared. 


The Hearst Newspapers have helped to rouse millions to 
the fact that only a strong U. S. A. can be a peaceful U. S. A. 
They will continue to pound this point until the truth pene- 
trates to the last professional pacifist. 


FROM AN EDITORIAL BY 


W tlliam Randolph Hearst 


PUBLISHED IN THE HEARST NEWSPAPERS APRIL 6, 1935 


“The duty of our Government is to keep America 
out of war, and to keep war out of America. 

“The second part of our duty is as important as 
the first part. 

“We must keep the ravages of war out of our own 


land. 


“We must be prepared to protect our country 
and our people. 

“We must have an army and a navy and an air 
force to defend our people from attack. 

“Every intelligent citizen knows that we want 
military forces for defense, not for aggression. 

“We want them to preserve peace, not to make 
war. 

“And it is as much the duty of Government to 
protect its people from the assaults of enemies from 


without as it is to protect them from dangers from 
within. 


“The primary obligation of good government is 
to insure conditions of peace to its people, protec- 
tion from danger and disturbance, so that they may 
spend their lives, enjoy their liberties and prosecute 
their occupations in safety and security. 

“The motto of America should be: Millions for 
defense but not one cent for oppression and aggression.” 
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Huge ‘48 Volume 
Seen for Candy 
Vending Machines 


Los ANGELES— Candy vending 
machines are expected to sell more 
than $100,000,000 worth of bars 
during the next 12 months—con- 
tingent on the chocolate supply, of 
course — Coin Machine Review 
predicts on the basis of a recent 
survey. 

All told, the publication asserts, 
vending machines account for 
25% of the nation’s total annual 
candy bar sales. 

The survey disclosed that there 
are 20,000 operating firms which 
place 250,000 candy bar machines 
in various locations. The current 
market, it indicates, will require 
80,000 machines for replacement 
purposes during the ensuing year, 
in addition to units purchased and 
placed in new locations. 

Operators in the industry range 
from large regional companies 


EAsy aS NAS. 


NEWSPAPER 


What the rural resident reads in his 
Hometown Weekly Newspaper “sinks 
in” because he comes to it in a recep- 
tive frame of mind, at home, when 
nothing interferes with “seeing what’s 
in the paper’’. 


ADVERTISING 


“That he who runs may read” is a 
needless precept when writing adver- 
tising for the smalltown and rural 
newspapers. Tell a long story, if you 
like. They'll read it. That’s why 
advertising in the weeklies has such 
tremendous influence. 


SERVICE 


If your selling problem is sectional, use 
only selected weeklies. If national, over 
5000 are available. Either way, one 
order covers everything; you pay just 
one bill. We handle all mechanical de- 
tails to make it,for you, EASY AS NAS. 


Write for ‘A 1000to 1 EASIER 

Way to Advertise in Hometown 

Weekly Newspapers’’—an inter- 
esting, informative booklet. 


NEWSPAPER ADVERTISING SERVICE 
INCORPORATED pa 


siness Corporation of 
Editorial 


“ . . is : ‘ 
ses a, “a ie aaet uok 
tLe = CHICAGO NEW YORK 


white Bigg. 222.N. Michigon 706. 43m $+. 
‘SAN FRANC! 


= SCO +58 Sutter Street — 


down to one-man firms. The lat- 


'ter operate routes of from 30 to 
'300 machines and often handle 
‘other vending machines for such 
items as cigarets, gum, bulk candy, | 
'vertising manager of the Minne-| time the advertising rates will be 
apolis division of NTC. 


nuts, etc. 


Joins O'Mara & Ormsbee 


Richard A. Bates, formerly in 
the national advertising depart- 


Commerce, handling travel adver- 
tising, has joined the Chicago staff 
of O’Mara & Ormsbee, Inc. 


National Tea Ups Sauer 


| Appoints Howard Agency 


ment of the Chicago Journal of | 


Increases Circulation 


Herbert Sauer, a member of the | Marvel Comic Group, 


tional Tea Company, Minneapolis, | circulation to 4,000,000 per month, 
since 1938, has been appointed ad-_| effective July, 1948. At the same 


raised from $2,500 for one page 
(four colors) to $3,600. 


Cuprometal Mfg. Convention | Meeder Joins Everling 


manufacturer of copper electric! F. Dale Meeder, formerly with 
water heaters, has placed its ad- Kitzmiller Agency, has joined the 
vertising with Howard Sava ane staff of Lawrence I. Ever- 
ing Associates, New York. ling, Inc., Philadelphia agency. 


New | 
advertising department of the Na- York, will increase its net paid) 


vertusing Age. December 19, 


Gets Fruit Account 


H. B. LeQuatte, Inc., New Yk, 
has been named to direct the  d- 
vertising of Egan, Fickett & (0. 
New York and Orlando, Fa. 
grower and shipper of Nevins n- 
dian River oranges and grapefr jt. 


Names Reynolds Agenc ; 

E. W. Reynolds & Co., Toror 'o, 
has been named to handle the ; d- 
vertising of Professional Produ ‘ts 
& Equipment Ltd., St. John, Now 
Brunswick. 


McGRAW-HILL PUBLICATION: 


Headquarters for Industrial Information 
330 West 42nd Street, New York 18, N. Y. 
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MADETLISUng 


Retains Waterston 


Norman Nelson Corporation, 
New York, manufacturer of flash 
synchronizers, has retained the 
Waterston Company, New York, 
to handle its advertising and pro- 
motion. 


Tobin Joins Krupnick 

Joseph S. Tobin, formerly as- 
sistant advertising manager of 
Wohl Shoe Company, St. Louis, 
has joined Krupnick & Associates, 
St. Louis. 


Age, December > 104 


Trump Joins McCann 
Frederic J. Trump, former 


Special Ad Push 
president of Royal Pharmacal Cor- 

poration, Brooklyn, has joined Boosts Sale of 
McCann-Erickson, New York, to 

handle the Revlon Products eo. Apples 300% 

poration account. WENATCHEE, WaAsH.—As a result 
of the special newspaper drive in 


Form Portland Agency 74 small southern and southeast- 


Robert A. McAnulty and Dale |€?™ newspapers during November, 
Josephson have organized the Mc- | the Washington State Apple Com- 
Anulty & Josephson Advertising|mission reports increased ship- 
Agency, with offices in the Guard-| ments of from 20 to 300%. 
ian building, Portland, Ore. Because of the excellent sup- 


port from food page editors and 
newspaper promotion depart- 
ments, the commission has de- 
cided to extend the drive through 
December, employing two 420-line 
advertisements in each of the 74 
dailies used last month. 

In addition, the December push 
includes 14 other markets scat- 
tered across the country, using 
spot radio, 24-sheet posters and 
magazines, as well as newspapers. 
Increased space has been bought 
in New York, Chicago, Phila- 


than 


Building an advertising schedule, for example, on the “by-guess and by-gosh” 


system is likely to be more tragedy than comedy . . 


than productive. 


. more wasteful 


Wise industrial advertisers don’t guess. Instead, they follow an easy-to-use 


but hard-to-beat formula: — 


—They make very sure that they know what and where their best markets are. 


—They find out who buys (and influences buying) their products in each’ market. 


—They determine which publications reach each market and the 


important people in it. 


—They concentrate their advertising in the ONE best publication in each 


field . . 


. adding others only if budgets permit. 


Careful selection of publications on your advertising schedule is a bigger, 
more important job than ever before. A safe rule to follow ... the only 


way to be certain . . . is to examine carefully and critically every publication 


serving your field. 


YOUR McGRAW-HILL MAN has a wealth of marketing 
information to aid you in media selection. For 
example: the new edition of the ““Handy Guide” 
discusses the editorial scope, policy and coverage 

of each of the McGraw-Hill publications. 
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|delphia and Pittsburgh. 

| The total expenditure for the 
|month is pegged at $75,000, said to 
|be an all-time high for the in- 
| dustry. 


J. Walter Thompson Company, * 


Seattle, has been retained for six | 
months to handle the account. 


Appoints Allum V.P. 


Ralph Allum of Roy S. Dur- 
stine, New York, has been ap- | 
pointed vice-president in charge 
of package goods advertising at 
the agency. , 


Cohama Fabrics division of 
Cohn-Hall-Marx Company, New 
York, has appointed the Albert 
Woodley Company, New York, to 
handle its advertising. 


Names Freiburg Agency 

Golden Crown Food Products, 
|subsidiary of Interstate Wholesale 
Grocery Company, has named 
John Freiburg & Co., Los Angeles, 
as its advertising and merchandis- 
ing counsel. 


“Sure, 

we like 
mistletoe— 
but WOC 
advertisers 
get us 
without it!" 


CHICAGO @ 


QUAD.-CITIES 


ST. LOUIS 
e 


DAVENPORT, ROCK ISLAND 
MOLINE, EAST MOLINE 


Only WOC delivers satisfac- 
tory year-round NBC service 
to the Quad-Cities . . . the 
largest metropolitan area be- 
tween Chicago and Omaha, 
and between Minneapolis and 
St. Louis. Approximately 
218,000 people work and live 
here .. . make it the 40th re- 
tail market in the nation. 


5,000 Watts, 1420 Ke, 
Basic NBC Affiliate 


B. J. Palmer, President 
Bury! Lottridge, Manager 


WA 


WOC-FM 
DAVENPORT, IOWA 


National Representatives: 


Cohama Names Woodley . 
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Caples Appoints Smith 


W. C. Smith, formerly division 


General Aniline 
sales manager of Omar, Inc., 


Omaha, has been appointed an ac- Expands Setup 
count executive of Caples Com- | for New Products 


pany, Omaha. 
New YorK—General Aniline & 


|Film Corporation recently en- 
Elects Murphy V.P. larged its special products divi- 


Roy E. Murphy has been elected | .i,, Antara Products—to handle 
vice-president in charge of sales) 


of ITE Circuit Breaker Company, | 52/es and distribution on GAFC 
Philadelphia. /household and chemical products. 
Glim, a liquid for dishwashing, 
has been tested extensively during 
the past year, and is currently 
being advertised and sold in 35 
markets in Delaware, Indiana, 
Maryland, Michigan and Pennsyl- 
vania, using newspapers and spot 
‘radio. After the first of the year, 
-GAFC expects to expand Glim’s 
distribution to adjacent areas. 
Another product, Chat, for use 
with automatic dishwashers, is 
currently distributed by 15,000 re- 
|tailers selling Kaiser and Thor 
washers, who give each purchaser 


an introductory month’s supply of 
Chat, and supply him from then 


on. It may get business paper pro- 
motion eventually. 
Also in the works are new 


germicidal cleaning compounds: | 


Antarox A-100 and G-100. The 
first will be a base for antiseptic 
cleaners in institutions, and the 
second is a dispersant of sulphur 
‘and sulphur compounds. 

Doherty, Clifford & Shenfield is 
the agency. 


Join McGraw-Hill Board 


Elliott Vallance Bell, superin- 


tendent of banks of New York) 


state since 1943, and Irving H. 
Taylor, president of Merchants 
Chemical Company, have been 
named directors of McGraw-Hill 
Publishing Company and its sub- 
sidiary, McGraw-Hill Book Com- 
| pany. 


Advertising Age, December » 194; 


“We Find a Home’ 
Gimmick Become; 


Hiram Walker's Net 
Earnings Up 3 Million 
| Hiram Walker-Gooderham & 
| Worts, Ltd., Walkerville, Ont., for 
‘the year ending Aug. 31, 1947, re- Fabulous Success 
ports consolidated net sales of uA 
$294,577,355 and net earnings of| SAN ,, FRANCISCO — Meet You 
$18,879,570. The 1947 net is after | Master” is the theme of a remot 
all charges, including provision of | control, audience participation ra 
$15,181,842 for income and excess | dio show which, after seven year: 
a be fe or akin ease ‘airing over California station: 
Scal year, Sales totale 029,-\ now is toying with the idea o: 
903 and net profits, $15,784,699. | going network. 


P | Frank Wright, emcee and ide: 
Elcombe to McGuire man of the Calo Pet Exchang: 

Elcombe Engineering Ltd.,| program, a 15-minute, once-a- 
Windsor, Ont., manufacturer of| week show now broadcast over 
dump bodies, hoists and other | KFRC, San Francisc: 


equipment, has appointed Mc. | tations 


: “et : | KXOA, Sacramento, KXOB, Stock - 
Guire Advertising Ltd., Windsor, | ’ 4 : 
to handle its advertising. The ton, and KMPC, Los Angeles, has 
'Elcombe company also is Cana- | become a veritable Jane Addams 
‘dian agent for Braden winches/for underprivileged members of 


and Unisteel van truck bodies. 


Nielsen Signs Two 


| A. C. Nielsen Company, Chi- Rich Rejoins Marketers 
cago, has signed Rexall Drug; Henry Rich, formerly plans 
Company, Los Angeles, and its| board manager of Mayers Com- 


advertising agency, N. W. Ayer &| pany, has rejoined Marketers, Inc., 
Son, for the Nielsen Radio Index | Los Angeles, as executive assist- 


canine and feline society. 

Mr. Wright, otherwise known 
as “dogs’ best friend,” has jammed 
his quarter-hour show full of free 
| pet. offers and lost and found no- 
tices, to the accompaniment of 
jangling telephones as _ listeners 


service. 


‘ant to William Malone, president. | ¢aj) in to offer homes to pets, or 


JOBBER 


Hundreds of thousands of carloads 
of an infinite variety of building ma- 
terials are on the road to wholesalers 
and jobbers, whose executives and 
salesmen read American Builder. 


DEALER 


American Builder’s 80,000 Subscribers 


Out from the jobbers’ warehouses go 
building materials to fill dealers’ 
orders. American Builder reaches the 
dealers who handle more than 85% 
of the building material volume. 


BUILDER 


in the building 


are the largest and strongest group in the 


light construction industry, covering every vital point-of-sale. 


O FACILITATE the movement of a building prod- 
yea through the established channels of distribu- 
tion and to assure its application or use on a construc- 
tion job, requires the approval of the primary factors 
who control buying at three strategic points—the 
wholesaler’s warehouse, the retailer's yard, and the 
. Ob- 


viously, all three factors must agree that the product 


SEND NOW for the Most Complete 


Analysis of the LIGHT BUILDING CONSTRUC- 
TION INDUSTRY to be compiled in 30 years. 


point of application at the construction site . . 


ances. 


\ The WR 
CONSTRUCTION 


is salable; that its performance 


standards. Any disagreement by any factor may méan 
“no sale” for the product . . . With strategic distribu- 
tion of its circulation covering the primary factors- 
wholesalers, retailers, and builders—American Builder 
exerts a powerful influence over the entire range of move- 


ment of building products from 
plants to final application or sale. 


The “Light Construction Industry” study defines in detail the light build- 
ing industry—how, where, what, and how much it buys. 

Here are authoritative tables giving the scope of the market. 

Here is information on buying practices that helps sharpen up sales 
plans and makes for effective advertising copy to interest builders and in 
their suppliers. 

The channels of distribution are clearly charted, together with all fac- 
tors that influence buying of building materials, supplies, and appli- 


Here are the facts and figures that influence the selection of an adver- 
tising medium to reach this thriving market. Here is how and why 
American Builder can take you most directly to the largest group of 
builders and suppliers involved in the sale and use of products like yours 

The study is just off the press with the latest available data. Reserve 
your copy now. 


, AMERICAN 


105 WEST ADAMS ST., CHICAGO 3, ILL. « 30 CHURCH ST., NEW YORK 7,N. Y. 


American Builder is the standby 
with builders of light construction— 
the largest and strongest list of vol- 
ume buyers reached by any magazine 


«AGE 


1ONS-BOARDMAN PUBLICATION 


|pets to homes. 

“Don’t have your dog or cat 
killed or sentenced to the pound 
'if you can’t keep him,” Mr. Wright 
_pleads with listeners. “Phone us 
‘and we'll find somebody who 
wants him.” In seven years, he 
|adds, he has placed 50,000 un- 
| wanted dogs and cats. 


Idea from S.P.C.A. Pound 


Spark for the fabulous gimmick, 
which keeps two secretaries of 
Calo Dog Food Company busy all 
week sorting and answering mail, 
was struck when Mr. Wright vis- 
ited the local S.P.C.A. pound in 
1937. It was bursting at the seams 
with stray, shaggy, sad-eyed mon- 
grels and alley cats with a pen- 
|chant for midnight serenades. 
field. | The head of Frank Wright Na- 

. tional Company sold Calo on the 
|idea of sponsoring a pet exchange 
| program both as a public service 
‘and sales promotion plan. It 
clicked so well that Mr. Wright 
and his battery of ’phone girls 
|were kept at the studio hours 
|after the initial broadcast taking 
|down offers. 
| One homeless waif turned out 
“to be a baby alligator. The alli- 
'gator’s owner reluctantly was 
\forced to dispose of his pet be- 
|cause his wife refused to let him 
| keep the reptile in the family bath- 
‘tub any longer. Mr. Wright found 
/an empty bathtub for the dis- 
'traught listener’s pet, and a home 
‘to go with it. 

Although the show was pulled 
|from the airwaves during the war 
/because of the possibility of for- 
‘eign agents using it to broadcast 
‘intelligence messages, it returned 
‘last spring, and plans are now be- 
ing completed for network airing. 


is up to accepted 


the manufacturers’ 


| 
Pioneer Valley Boosts 
Ad Budget to $40,000 


| The Pioneer Valley Association, 
Springfield, Mass., has voted 4 
|$7,000 increase in its 1948 adv:r- 
tising budget to promote vacations 
Hampden, Hampshire ad 
| Franklin counties. The budget ‘or 
(1948 will be $40,000, compared 
‘with $33,000 in 1947. 

| In addition to normal dirt 
|mail and newspaper advertis's. 
the association is spending $5,'\)0 
‘on a sound-color motion picture ‘0 
|'show vacationing in the va! °y 
‘during the four seasons. 


|Launches Natura Drive 


B. V. D. Company, Montr: ‘|, 
Canadian distributor of Nat “4 
sweaters and hose, has launc! °¢ 
'a campaign in Canadian dai ° 
for the products, made of } 
that is a blend of fur and w'! 
McKim Advertising Ltd., Mo '- 
real, is handling the advertis '5 


Stephens to Stanfield 


E. G. Stephens, formerly » ‘! 
MacLaren Advertising Comp* '): 
has joined Harold F. Stanfield 1‘¢. 
Montreal, as an account execut ve 
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Mister One-Point-One! 


Imagine, if you will, a typical 

( CORONET family consisting of 3.6 

people — of whom 2.5 regularly 

read each issue of the magazine. Shown 
above is the remaining Mr. 1.1. 

He’s well named, for nearly 200,000 


CORONET babies are born each year — an 


average of 1.1 every three minutes. 
Better than 60% of these families own 
their own homes, so Mr. 1.1 is pretty com- 
fortably fixed (note that ermine). 
Because he’s a thoroughly normal young 
prince of a typical CORONET family, there 
are eight chances in ten that Mr. 1.1 will 
graduate from high school .. . He’s an even 
money bet to go to college, for over 50% of 
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id] i, 2,000,000 GUARANTEED CIRCULATION 


all CORONET readers did .. . And he has 
better than one chance in four of wearing 
a mortar board one day — for approximately 
28% of the CORONET millions are actually 
university graduates! 

There’s no doubt about it, Mr. 1.1 is a 
pretty darned important young prince. But 
it’s his bedtime now, so we'll tuck him in 
and get on with the business. 

What does all this mean to you? 

It means that CORONET people — con- 
stituting 6% of all U. S. families — are at 
the very top of the normal buying market! 

And your advertising in CORONET will 
address that market in one of the most 
completely read magazines ever published. 


For here is a tremendous fact: 

Of the 2.5 people per family who read reg- 
ularly each copy of CORONET, 50.4% or 
between 2,500,000 and 3,000,000 — tell us 
they read the average article in the maga- 
zine from beginning to end! 

The reason? CORONET is the only multi- 
million magazine available to advertisers 
that was literally engineered for ease of 


reading and continuous reader traffic from 
cover to cover. 


AND BECAUSE TODAY’S INFLATED 
COSTS HAVE FORCED THE CHOICE 
OF EITHER RAISING PRICE OR AC- 
CEPTING ADVERTISING, CORONET 
OFFERS YOU THE LOWEST MULTI- 
MILLION MAGAZINE RATES...WITH 
THE HIGHEST INTENSITY OF READ- 
ERSHIP...IN MAGAZINE HISTORY. 


NEW YORK. 366 Madison Avenue PHILADELPHIA. 1700 Walnut Street 


CHICAGO... Coronet Building ‘ st 525 Statler Office Bldg. 


DETROIT ... 417 New Center Bldg. LOS ANGELES. .. 448 South Hill Street 
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DIDJA HEAR? 
SPORT MAGAZINE 

{ ALREADY ROLLED UP 
SX WEARLY Ap MILLIOW 


*Sport guarantees 500,000 with March 1948 
issue! Old advertisers and new contracts 

placed before Dec. 20, 1947 will enjoy . 

prevailing rates through May 1948 issue. 
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Agency Librarians 


Form New Counci 

New YorK—Delphine V. Hum- 
phrey, McCann- Erickson, New 
York, has been appointed first 
chairman of the newly formed 
Council of Advertising Agency 
Librarians. Rita Allen, Newell- 
Emmett Company, New York, is 
the first secretary. 

Librarians representing some of 
the leading agencies have been 
meeting informally once a month 
for more than a year to discuss 
mutual problems, most of which 
have arisen because of the in- 
creasing importance of research 
in advertising. 

Council members, all New York- 
ers, include Rita Allen § and 
Nathalie Frank, Geyer, Newell & 
Ganger; Katharine Frankenstein, 
Batten, Barton, Durstine & Os- 
born; Vera Halloran, J. M. Mathes; 
Delphine V. Humphrey; Margaret 
Lynch, Kudner Agency; Rosalind 
Morrison, Doherty, Clifford & 
Shenfield; Martha O’Leary, Benton 


Advertising Age, December 15, 194. 


& Bowles; Jeanette Sledge, Comp- 
ton Advertising; Doris Richardson, 
| Fuller & Smith & Ross, and Anne 
| West, Campbell-Ewald. 


6 Name Hirsch Agency 

Maurice Lionel Hirsch Com- 
pany, St. Louis, has been named 
to direct the advertising of Royal 
Bedding Company, maker of Serta 
mattresses; Rothschild Bros. Hat 
Company, maker of Wright hats 
for men and Stetson gloves for 
| men and women; Renard Linoleum 
|& Rug Company, floor covering 
distributor; A R A Distributing 
Company, Crosley radio, televi- 
sion and refrigerator distributor; 
Precision Miniatures, Inc., novelty 
manufacturer, and Wonder Maid, 
Inc., a division of Mutual Gar- 
ment Company, manufacturer of 
Wonder-Maid, Wonder - Youth, 
Wonder-Form and Miss Co-Ed 
lingerie. 


Appoints Franklin 

George Franklin, formerly with 
the Saturday Night Press, Toronto, 
‘has been appointed sales promo- 
| tion manager of Rapid Grip & 
Batten, Toronto photoengraver. 
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Pressure 


respond this way. 


economically. 


KOMO’S beautiful new home—one of the 
_— | finest radio plants in the West — opens 
soon in downtown Seattle, with power 
increased to 50,000 watts. 


\ 
\ 


National Representatives: EDWARD PETRY & CO 


Persuasive 


F nasctions from old friends are usually 
well received. It’s the kind of pressure that 
makes you want to act. KOMO listeners 


The leadership and popularity accorded 
KOMO for more than 20 years provides 
an effective background of friendliness 


It can sell for you — surely, quickly, 


AFFILIATE 


oe ‘ x — ey ay 


and confidence for your sales message—a ‘ \ 
background that insures results today. 


NBC outlet for the Puget Sound area, ae \ 
KOMO long ago captured the area’s 
largest listener audience; has consistently 
maintained the listener confidence that 
sells this big, rich market. It exerts the 
Persuasive Pressure that does the job. 
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PUGET SOUND COUNTRY 


Inc. « New York « Chicago « San Francisco « Los Angeles « Detroit « St. Louis « Atlanta e Boston 


British Find Few 
Cases of Pressure 
from Advertisers 


Lonpon — The British govern. 
ment is running into difficulty ir, 
pinning down cases where adver. 
tisers influence the press. 

The Northcliffe newspapers, « 
group of important provincia! 
dailies, have gone so far as tc 
state: “Newspapers now bring 
pressure on advertisers by refus- 
ing announcements of article: 
which are of inferior quality o 
for whieh extravagant claims are 
made.” 

Proprietors of the Daily Mail. 
Sunday Dispatch and Evening 
News have declared emphatically. 
“Advertisers have no _ influence 
whatever over editorial policy in 
any of our papers, nor as far as 
we are aware, on the policy of any 
important paper in the country.” 

Actual instances of “interfer- 
ence” have been infrequent. ‘The 
Bristol Evening Post cites several 
cases where advertisers sought to 
stop publication of police court 
cases; the Co-operative Press told 
of advertising withdrawals be- 
cause of the paper’s policy, and 
the Essex County Standard men- 
tions occasional pressure by auc- 
tioneers and motor manufacturers. 
In addition, two political publica- 
tions—Truth and The Political 
Quarterly—claimed that pressure 
is real “from the makers of patent 
medicines to the publishers of 
books.” 

Almost all of the other papers, 
however, declared in their “writ- 
ten evidence” that they have 
never been restricted or influenced 
by advertisers and make it clear 
that should such influence be at- 
tempted, they would resist it. 


Dunhill Maps Campaigns 

Kay Dunhill, Inc., New York, 
through Irving Serwer Advertis- 
ing, Inc., New York, will launch 
two separate campaigns for dresses 
and blouses during 1948. The 
plans call for full-page monthly 
ads in Mademoiselle and Vogue 
and full-color page insertions in 
the New York Times Magazine. 
The highlight of the spring cam- 
paign will be a spread in the 
March issue of Mademoiselle in 
cooperation with the Dan River 
Mills. Display material also will 
be used. 


AMF Elects Officers 


The Advertising Media Forum 


of Philadelphia has elected Les 
|Farnath, N. W. Ayer & Son, chair- 
‘man of the board of governors, 
land Solis §. Cantor, Solis S. 
Cantor Advertising Agency, presi- 
|dent. Other officers elected are 
|Evelyn R. Walmsley, McKee & 
| Albright, vice-president; Charles 
|B. West, Neal D. Ivey Company, 
| treasurer, and Nathaniel Dough'y, 
N. W. Ayer & Son, secretary. 


Issues Plastics Study 


Modern Plastics, New York, !\2s5 
published a new data book, e:'- 
titled “The Plastics Industry — 
What it Buys and How to Sell !'. 
which deals with the plastics 1- 
dustry and its growth and shows 
how raw materials production '|5 
divided. Included is a breakdown 
of editorial and advertising pages 
|published in all plastics public®- 
| tions since 1934. 
| 


Adopts New Product Tg 


| The Fresh’nd-Aire Compa 
Chicago, maker of electric air ‘ 
culators, has adopted a new pr‘ 
uct information tag to info 
Fresh’nd-Aire users of the cir 
lator’s three-way conversion f« 
tures—high stand, low stand ; 
wall models. The tag is printed 
two colors and is attached to ''© 
circulator by a string. 


— Ghee © B 8 6 


Representative Moves 


National Advertising Serv: 
Inc., representative for collese 
newspapers, has moved to 203 *\- 
Wabash Ave., Chicago. 
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Advertising Age’s CONSUMER MARKET DATA BOOK reaches all general 
national advertisers spending in excess of $25,000 annually, and their adver- 
tising agencies. It is the only complete reference book on national, regional 
and local markets that includes every available measuring stick of consumer 
buying power from governmental or other official sources. It is used constantly 
—all year long—by advertisers and agencies in their selection of markets, 
and of media. Hundreds of commendation letters from them attest to its 
utility. Here are excerpts from a few of them: 


OF ASSISTANCE TO 
FIELD REPRESENTATIVES 


I believe much of the information on state, 
county and city figures together with the 
information on number and geographical dis- 
tribution of retail and wholesale establish- 
ments as well as retail sales by commodity 
classifications will be of assistance to our field 
representatives in discussing distribution prob- 
lems with our Developers in divers sections 
of the country. I also believe that the media 
data together with market information will 


aid the men in working out a local advertis- ° 


ing program with our various operations.- 
Robert W. Simpson, The Seven-Up Company. 
St. Louis, Mo. 


AN IMPRESSIVE COLLECTION— 
COMPREHENSIVE 


This is indeed an impressive collection of 
pertinent information and it 
hensive I would hesistate to list all the uses 
| may have for it—D. E. Detweiler. Adver- 
lising Manager, Fisk Tires, New York. 


is so compre- 


DETERMINES LOCAL 
ADVERTISING EXPENDITURES 


The 1947 edition of the Consumer Market 
Data Book has been received and has been 
found useful in establishing sales quotas. esti- 
mated sales potentials which, in turn, deter- 
mine our local advertising expenditures. 

We have found the publication useful in the 


PUT IT IN YOUR 1948 BUDGET—FOR SURE! 


past and trust that we will be favored by a 
copy each year in the future.—Paul P. Fischer. 
Advertising Manager. Bellows & Company, 
Ine.. New York. 


PARTICULARLY VALUABLE 
FOR TEST CAMPAIGNS 


We find the information contained in the 
book of particular value in planning test 
campaigns in localized areas as well as the 
preparation of regular local campaigns. The 
information provided in the book naturally 
gives us the basis for comparison of local 
conditions, covering the facts and figures of 
prime importance, with the national picture. 

Arthur R. Meares, Advertising Manager. 
The Centaur Company Division, Sterling Drug. 
Inc.. New York, 


USED IN PREPARING 
ADVERTISING PLANS 


This book has already been found useful in 
preparing some of our advertising plans and 
we feel sure that as time goes on we will 
continue to find it a very helpful reference 
book. G. S. Thompson, Assistant Advertising 
Manager. Carnation Company. Milwaukee. 


GUIDE FOR LOCAL ADVERTISING 


We have found it most helpful in outlining 
new sales territoties as well as being an ex- 
cellent guide for us in choice of local adver- 


We 


“oo 


tising. We assure you this book will have 
many uses for us.—Isabel C. DuBois, Adver- 
tising Department,’ Red Star Yeast and Prod- 
ucts Company. Milwaukee. 


WILL BE USED ON MANY 
OCCASIONS 


1 find so much of interest and helpful in- 
formation in the book, have not been through 
it thoroughly up to this’time. I am sure, 
however, that in arranging advertising sched- 
ules in various markets, the book will come 
into use on many occasions.—Ida A. Shack- 
ford, Resinol Chemical Company, Baltimore. 


REGULAR PLACE ON THE DESK 


This is a most useful and helpful source 
book and it has its regular place on my desk. 
-Hal M. Chase. Advertising Director. Schen- 
ley Distillers Corporation, New York. 


SOME DAYS USED A DOZEN TIMES 


We own fifty retail shoe stores in metro- 
politan markets from coast to coast in addition 
to serving six hundred dealers in secondary 
markets with shoes from our own factory here 
in Columbus. : 

Market potentials based upon documented 
evidence supported by facts are a daily neces- 
sity in our everyday home office activities. 

To say that we refer to the Market Data 
Book daily is putting it mildly. Some days my 
office is called upon a dozen times to provide 
information from the book for the President. 
the Salesmanager. the Merchandise Manager. 
the Personnel Manager, some store manager 
ov dealer, ete. ete. ete. 

It would cost more than the price of the 
hook to answer just one of these hundreds of 
questions if we had to contact all of the 
necessary to provide the correct 
Harry C. Simons. Director of Adver- 
tising. The Nisley Company. Columbus. Ohio. 


sources 


answer. 


WILL INSURE COVERAGE OF 
MARKETS 


I intend to use it as a reference source when 
mapping out future advertising programs, to 
insure complete coverage of the markets we 
have in mind.—Ken Ellington, Director of 
Public Relations and Advertising, Republic 
Aviation Corp., Farmingdale, L. L., N. Y. 


RECOMMEND IT HIGHLY 


We will use it for an analysis of each mar- 
ket before we start our sales drives. 

To other grocery manufacturers we recom- 
mend this publication highly, as with the 
complete statistics and data before you, it is 
much easier to set-up advertising and sales 
budgets for the various markets.—John H. 
Meletio, General Manager, Golden Dipt Di- 
vision, Meletio Sea Food Co., St. Louis. 


COUNTY DATA MOST HELPFUL 


The data by county is going to be most 
helpful in analyzing sales potentials in our 
various Trading Areas and Sales Territories 
with respect to several of our products. As 
you know, a great deal of data is published 
by arbitrary geographical areas or by states, 
but unless it has been broken down by county, 
it is impossible for us to arrange it according 
to the pattern applicable to our sales effort. 

S. E. Duff, National Carbon Company. Ine.. 
New York. 


MOST HELPFUL IN ALLOCATING 
ADVERTISING 


As we are now able to produce both Marsh- 
mallow Fluff and Sweeco in unlimited quan- 
tities, we will resume our normal advertising 
and assure you that this book will be most 
helpful in the preparation of our allocation 
of advertising for the 1947-1948.—H. 
Allen Durkee, Durkee-Mower, Inc.. East Lynn. 
Mass. 


year 


SPACE RATES 


Space Per Page Total Cost 
8 pages $200.00 per page $1600.00 
6 pages 225.00 per page 1350.00 
4 pages 250.00 per page 1000.00 
2 pages 275.00 per page 550.00 
| page 300.00 
Vy page (Horizontal only) 175.00 
‘44 page (Horizontal only) 100.00 


Inserts—regular page rates apply 


Discounts for Advertising Age advertisers 


Following discounts are based on number of inser- 
tions, minimum rate holder (10 column inches) size 
or larger, under contract in Advertising Age to run 
within one year from date of first insertion. Dis- 
counts apply to space only, not to color. 


52-time advertisers 30% discount 
26-time advertisers 20% discount 
13-time advertisers 10% discount 


Published May 1948—First 


Forms Close March 1. 


DATA BOOK 
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Borden Shifts 


i\this phase of its broadcasting 
budget to meet changing condi- 
tions in the market. 

Dropped from the list of sta- 
tions recently were Boston and 
Buffalo. Borden is sponsoring | 


New YorK—KPRC, Houston, 
has been added to the list of sta- 


Advertising Age, December 15, 194: 


Neither Armour & Co. nor its|regularly. The men sought salary | 


or drawing account and commis- | 


‘Vancouver Sun’ 
Issues ‘Industrial 
British Columbia’ 


VANCOUVER — A 46-page, three. 


ae 


tions carrying the Borden Com- 
pany’s local newscasts. 

The food manufacturer has fre- 
quently shifted its schedule for 


news programs in Chicago, Cin-| agency (Foote, Cone & Belding) | 
cinnati, Dallas, Detroit, Houston, | js talking about the 1,000-line ads 
Miami and New York. Time is| which ran recently in the Charles- 
bought through Young & Rubicam | ton Daily Mail and reportedly in 
or Kenyon & Eckhardt, depending | four other markets for Armour’s 
on the product to be featured in| moist mincemeat. 


sion. | color summary of statistical an: 

Last October, Muntz’s position | pictorial data on all aspects o 
in the K-F setup—he had handled | British Columbia social, economi. 
about 8% of the entire output—|and industrial life is featured j, 
was reduced when K-F took over | the Vancouver Sun’s latest editio: 


° the commercials. 


g —- 
» | Corbitt Names Krohn 
© | Corbitt Company, Henderson, 
® |N. C., manufacturer of motor 
|trucks, has placed its advertising 
with Allen Krohn Company, 
Greensboro, N. C. Color pages in 
, | business papers open the cam- 
| paign. 


‘Low Named Ad Manager 


Robert A. Low, of the advertis- 
ing sales staff of the Saturday Re- 
view of Literature, New York, has 
been appointed advertising man- 
ager of the magazine. 


You con spread the prestige of your 
products in the magazine acknowledged 


the biggest success 


ne Se eS RCN, GES ge Ra ae RRO 
Pes ee Rs aS On 


While the product is not new, 
the advertising play now being 
made is believed to be the first 
intensive promotion of the prod- 
uct. Copy stresses the fact that 
the product comes “all ready to 
fill in your pie crust,” and “makes 
the grandest mincemeat pie your 


family ever tasted.” 


a > * 


Executives of Licensed Bever- 
age Industries, New York, say that 
reports of a $250,000 campaign by 
the Distillers Feed Research Coun- 
cil, Cincinnati— the members of 
which are the same as in LBI— 
are just “talk.” No plans have 
been made and no funds allocated 
for this campaign, which would 
run in farm publications. It would 
be handled by Fuller & Smith & 
Ross, recently named agency for 
LBI. 

* oo - 

McGraw-Hill’s Overseas Digest 
will carry twice as much adver- 
tising in its January issue as in 
any previous edition. It has only 
run ads since November, 1946, and 
for a time had only a token sales 
force, which has since been ex- 
panded. The Digest’s supervisors 


‘against 25% 


its own distribution in the Los | of “Industrial British Columbia 


only a dealer there. 


K-F plans also to set up a fac-| 


tory branch in New York and to 
appoint a dealer there to replace 
Muntz. 

a aa 

The can makers aren’t happy 
about the rumored Washington 
plans to rule out cans for coffee, 
beer and dog food. Robert S. So- 
linsky, president of the Can Man- 
ufacturers’ Institute and of Cans, 
Inc., has already said he thinks 
the idea is discriminatory and 
will add to shipping costs and 
problems if carried out (AA, Dec. 
8). But there won’t be any ad- 
vertising from CMI on the sub- 
ject. 

In the brewing business, cans 
had made headway. Some 195 of 
the 425 U. S. brewers use them, 
including most of the important 
national beer makers. The esti- 
mate for 1947 is 2 billion cans of 
beer, up 50% from the prewar 
figure, and packaged beer now ac- 
counts for 65% of all beer sales, 
in 1930. CMI’s esti- 


mate of total cans produced in 


MICHIGAN AVENUE — 


|niversary in 1948. 


expect it to be in the black in the 1947 is 23 billion, giving beer 
first quarter of °48.— about 9% of total volume. Among 
> SS lg |CMI’s little-publicized activity is 

General Motors reports that | joint research at five universities, 
“nothing’s cooking as yet” on in-|sponsored with the National Can- 
stitutional efforts for its 40th an- ners Association. Its object: new 


The corpora-|data on the nutritional values of | 
ition is mentioning “‘the 40th mile- | canned foods. 
|stone” in business paper advertis- | 


ing. 


Decision of Kaiser-Frazer Sales 
Corporation to cancel the fran- 
chise of Muntz Car Company as 


|its distributor and dealer in New 


York was due, among other rea- 
sons, to the recent strike of ‘““Mad- 
man” Muntz’s salesmen. 

The salesmen, working on two 


shifts at the Muntz showroom be- 


low K-F’s New York headquar- 
ters at 54th and Broadway, had 


|been paid on a straight commis- 


sion basis, with the lowest pro- 


|ducers, it is reported, being fired 


Appoints Sullivan 
| Joseph A. Sullivan, assistant 
| publicity manager, has been ap- 
|pointed manager of the advertis- 
ing bureau of Universal 
Cement Company, New York, sub- 
sidiary of United States Steel Cor- 
poration. He also has been named 
'director of public relations, suc- 
| ceeding the late Max A. Berns. 


. 
Ullman Moves Offices 

| Roland G. E. Ullman Organiza- 
|tion has moved its offices to 1421- 


.25 Jefferson building, 1015 Chest-_ 


nut St., Philadelphia 7. 


FIRST CITY in the 
SECOND COUNTY 
in INDIANA 


= GARY 


GARY 


LARGEST CITY, 

Next to Milwaukee, 
WITHIN A 100-MILE 
RADIUS of CHICAGO 


in INDIANA 


3 GARY 


PRINCIPAL RETAIL CITY 
and Amusement Center for 
LAKE AND PORTER COUNTIES 


Net effective Income 1946 Estimate SALES MANAGEMENT Population Est. 

ED pices cusssevdee’ $392, 188,000 322,700 

8, ees 26,784,000 30,300 
$418,972,000 353,000 


The Gary Trading Area is the heart of this pros- 
perous, concentrated, and easily accessible market. 


GARY'S ONLY NEWSPAPER 


THE GARY POST-TRIBUNE 


National Advertising Representetives: 


THE GARY POST-TRIBUNE 


Home delivered daily to more than 95% of the families in the city zone. More than 80% 
average for the entire Gary trading area. 
More than twice the combined circulations of all five Chicago dailies in this area. 

No other medium even approaches the influence and penetration of THE GARY POST- 
TRIBUNE in this market. 


has one of the most productive PULLINE* rates in America. 
‘PULLINE measures RESULTS when you advertise in THE GARY POST-TRIBUNE 


RURKE. KUIPERS & MAHONEY @ New York, Chicago, Atlanta, Dallas, Oklahoma City, Los Angeles, San Francisco 


For best results ADVERTISE ADEQUATELY in newspapers 


Atlas | 


Angeles area and Muntz became | 1946.” 


The publication, first printed 
‘last year, gives a photographi: 
|and textual record of the accom- 
|plishments and capacities for fu- 
ture production of leading indus- 
| trial enterprises in the first sec- 
|tion, prior to introducing the sta- 
tistical data. 

Information on the growth of 
domestic and foreign trade, popu- 
lation, fisheries, factories, building 
‘construction, etc., are shown both 
| in graph and chart form. Occu- 
'pational characteristics; payroll 
data; appliance markets; agricul- 
|ture, pulp and paper mill, and 
mineral production information al] 
are covered in the second section. 

Some 10,000 copies already have 
been sent to banks, export and 
import firms, newspapers and ad- 
vertising agencies by the Van- 
couver Sun. 


711,000-Package 
Study of Damages 
Told by Institute 


| New Yorx—The Shipping Con- 
\tainer Institute has completed a 
|13-month study of the causes of 
| damage to packaged goods in 
|transit. It is the first part of the 
|institute’s long-range study to im- 
prove packaging and prevent 


| damage. 
| The initial study covered 711,- 
(808 containers’ transported by 


railroad from May, 1946, through 
July, 1947. Of those studied, 5,177 
| were reported damaged after ship- 
|ment. 

Figures to be released soon will 
i/show, the institute reveals, that 
most damage resulted from faulty 
and careless loading by shippers’ 
employes. The railroads were re- 
sponsible for an important share 
of the damage, also, and most of 
this part occurred in freight cars 
in bad condition. 


Snow Crop Pushes 
Sale of Frozen Peas 


Snow Crop Marketers, New 
York, in cooperation with its dis- 
tributors and dealers threughout 
the country, is using newspapers, 
magazines and radio featuring 4a 
special sale of its frozen peas from 
Dec. 4 to Dec. 31. 

The vegetable is selling for 
cents a package instead of 
usual price of 29 or 30 cents. 
addition to the co-op advertising, 
Snow Crop used a four-color |: 
page featuring the peas in ‘he 
Dec. 13 issue of The Saturday 
Evening Post. The agency is 
Maxon, Inc., New York. 


Boosts Ad Budget 15% 


The Micro-Lite Company, } ew 
York, manufacturer of minia‘ ire 
flashlights, will spend appr: *!- 
mately 15% more on advert! 
in 1948 than in 1947. The : ew 
campaign to begin in January ‘l- 
cludes The American Wee ly, 
Collier’s, Esquire, Life, The ° ev 
Yorker, The Saturday Eve) 9 
'Post and True, plus _ busi < 
n 


| 


papers. Direct mail, window 
counter displays and other de et 
aids will be used. S. R. Leon C m- 
pany, New York, is the agenc: 
Opens New Research Lab 


Shell Oil Company, New Yr; 
has opened a new exploration nd 
production research laborator’ ™ 
Houston, which houses the |! 
types of apparatus for finding 
ter ways of locating new crud: 0 
reserves and better means of 1° 
ducing oil from existing sou: ce 
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Hudson Boosts 
Car Prices 11%; 
Uses Radio Spots 


DetroiIt—An 11% increase on 
all models was announced by Hud- | 
son Motor Car Company as its | 
1948 cars were placed on display | 
last week by dealers throughout 
the country. 

The price boost ranges from 
$177 on the Super-Eight four- 
door sedan to $220 on the Com- 
modore Eight four-door’ sedan. 
Super-Six models were raised 
$194. 

Hudson will employ an unusual 
radio spot announcement cam- 
paign to introduce the new models, 
as part of the biggest ad campaign 
in its history (AA, Nov. 17). M. M. 
Roberts, director of advertising 
and merchandising, said the pro- 
gram will cover 500 radio stations 
for several weeks. 


*‘Talked-About’ Car 


“The program is divided into. 
two separate parts,” Mr. Roberts | 
said; “a period of pre-announce- 
ment build-up spots, followed by 
a period of straight new-car an- 
nouncement spots designed to 
bring to bear the greatest possible 
interest in the new Hudson.” 

“Pre-announcement” spots em- 
phasize that the car is a very) 
much “talked about” and “written 
about” automobile. | 

“In serious, straight announce- | 
ments, we discuss the rumors, the 
speculation, the gossip and whis- 
pering campaign about the new 
Hudson. We capitalize on the pub- 
lic’s love of mystery, and we offer 
just enough facts about the car | 
to bring their curiosity to a high | 
pitch,” Roberts said. 

The campaign is being handled | 
by Brooke, Smith, French & Dor- | 
rance. 


PONTIAC REVEALS 
PARTS PROGRAM 


DetroIT—L. W. Ward, general 
sales manager of the Pontiac) 
Motor division of General Motors 
Corporation, announced the for- | 
mation of a wholesale parts pro- | 
gram to increase dealers’ sales of 
replacement parts. 

“Pontiac has prepared several 
well-planned programs to enable 
the dealer to tell the wholesale 
trade of the advantages of buying 
and using factory approved parts,” 
he said. “One will be a direct 
mail campaign that stresses the 
availability of repair parts to the 
independent garage keeper and/§ 
the lower net prices offered him.” | 

All parts will carry net prices, | 
replacing the standard across-the- 
board discount, and all parts will 
be reclassified into groups. 

Full-page advertisements are 
scheduled for trade publications | 
serving the field. 


Fawcett Moves 


Ralph Daigh, editorial director 
of Fawcett Publications, New 
York, and the Today’s Woman 
editorial staff have moved their | 
offices from 1501 Broadway to the 
Fawcett building, 67 W. 44th St., 
New York. Their new telephone 
number is Murray Hill 2-3606. 
‘he offices of Today’s Woman At 
Home staff remain at 1501 Broad- 

ay for the rest of 1947. 


Appoints Baldwin 

Robert L. Baldwin, formerly in 
> advertising and promotion de- 
rtment of National Broadcasting 
mpany, New York, has been 
med sales promotion manager of 
ver-Finnie Company, Memphis, 
nufacturer of candy, coffee and 
isehold extracts. 


‘ppoints Minqueau 
Lucille Minqueau, former di- 
tor of research for Donald 
Skey Associates, New York, has 
ned the market research divi- 


son of the Psychological Corpora- 
n, New York. 


Rureau of Educational Services 


A DEPARTMENT OF THE BYRON G. MOON COMPANY, 


INC. 


Message No.1 


Our Services to EDUCATORS ~ Our Services to BUSINESS 


The facilities of The Byron G. Moon Company, Inc., are devoted to 
Educator-Consumer Relations—Services “By Educators, For Educators.” 

We confine our “Basic Themes” or projects of education to those that 
are broadly and basically needed by educators. We so prepare and arrange 
our material, by Chapters, that it is “Ready-to-Serve” the needs of the 
instructors and those instructed. 


We prepare each Chapter of our “Basic Theme” with the cooperation of 
federal, state, and local educational authorities, individual educator ad- 
visors, and the research facilities of an industry or a leading institution. 

All our educator material is supplied to instructors in High Schools and 
Colleges free of cost because of the sponsorship we obtain for each Chapter. 
Our service material to BUSINESS is paid for by the one requesting it. 


BUILDING A STRONG AMERICA 


Our nation’s Business-Managed Competitive Enterprise has grown very much as a human being grows. Our 
American economic life consists of many important parts. Each makes its own contribution so that, coordi- 
nated, each grows because of its own service and services from the others. We have the alive and growing 
strong body so long as all parts are healthy and functioning normally together. Of these many parts, we 


will name just five that are important to our body economic. 


One leg is agriculture. 

The other leg is power and transportation. 
One arm is chemistry and research. 

The other arm is manufacturing. 

The lifeblood is invested resources. 


Requests from Educators and Business 


In the operation of our various projects to educators we 
receive many requests from instructors, business and 
home interests to prepare and supply simple, understand- 
able, authoritative information regarding the history, 
geography, science, and economics of our American form 
of enterprise and prosperity, job opportunity, and family 
income. Our requests call for specific facts instead of 
generalities; national data with guides for localizing in- 
formation for class studies regarding the interrelation- 


MAN ALIVE AMERICA 


ship and working of our industry services. Because of these requests, we finally decided to undertake this responsi- 
bility if we could obtain a sponsor for our Basic Chapter—Contribution of Agriculture to Health, Happiness, and 


Prosperity. When we found this could be done, we adopted as our “Basic Theme”: 


*SEVOLUTION OF OUR NATIONAL AND FAMILY INCOME”? 


The basic purpose of this “EVOLUTION” Educator 
Service Material (two Chapters of which have been pre- 
pared and are already in the hands of some 50,000 of 
our nation’s leading instructors ) is to supply appropriate 
facts in practical usable form to understand properly and 
to teach effectively: 

Where Jobs Come From; 


What Makes Our “Business-Managed Competi- 
tive Enterprise” Tick; 

And to help teach the TRUTH—that individual 
endeavor and cooperation by each with all of us 
still reap their individual and national reward in 
our free country. 


The two Chapters of our “EVOLUTION” Series now in 
operation with educators are :— 


CONTRIBUTION OF AGRICULTURE to 
Prosperity 


CONTRIBUTION OF PETROLEUM to Industry, Farm, and Home 
We have invited other basic industries to sponsor Chapters. 


Health, Happiness, and 


Each Chapter supplies its distinctive facts. Here 
are some of the features of our Agriculture unit. 
The highlights of the six divisions of the 


manual are visualized in the following six 
two-color charts: 


instructor 
22 x 34 


The Eight Segments of our Nation’s Income 


(1) Agriculture—Our Source of Food 
(2) Agriculture—Our Chief Source of Textiles and Clothing 


(3) Farm Equipment Development—Its Contribution to Our Modern 
Agriculture 


(4) Grains... All the Way from Farm to You 

(5) Livestock... All the Way from Farm to You 

(6) Agriculture (Our Fountain of Better Living) ... Health... Happiness 
... Prosperity. (A chart that visualizes the Businesses resulting from 
the Eight Basic Divisions of our Agriculture. ) 

Twenty small 6-page (7-minute reading) digest leaflets are 

included in each Educator Kit. More are supplied on the 

instructor’s request. 


The supplementary bulletin, “Know Your Own County,” gives 
PP ) y & 
guides to “local project studies,” and explains the eight basic 


segments of our nation’s income, AS ILLUSTRATED. 


ANNOUNCING our NEW Service to BUSINESS... 
"MAN ALIVE AMERICA" Service-to-Salesmen 


During the past eighteen months while supplying our “Evolu- 
tion” project material to educators, we have been contacting 
hundreds of business executives. 


We find there is a dearth of material in proper usable form in the hands 
of business firms to supply this basic information to their executives and 
their salesmen. Many of them have very valuable and essential material 
regarding their own business for use by their salesmen and with their 
trade. But most of them do not have the proper material to acquaint their 
salesmen and their customers with the basic facts regarding our Business- 
Managed Competitive Enterprise system. 

We are receiving requests for our “Evolution” material (as 
supplied to educators) from business houses. They tell us that 
business executives, salesmen, and in fact all who comprise our 
business-managed, private, competitive enterprise system, need 
to know—need to tell those they contact, and need to defend 
intelligently our American form of Free Enterprise if they 
wish it to continue. 


Our NEW "Service Offer" to YOU: 
If you wish a set of three Chapters with their Bulletins 
and Leaflets that we send to educators, send $5.00 to— 

EDUCATION Business-Service Department AA-/ 

THE BYRON G. MOON COMPANY, INC. 
401 Broadway, New York 13, N. Y. 

We will send them to you with suggestions for their use with 
your salesmen. If you find that this material gives you the basic 


information you need, and you use it to develop a “Man Alive 
America” Service-to-Salesmen, will you advise us. 
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Noble Declares 
Sustainers Good 
Business for Nets 


San FrRancisco—Public service 
in radio has become an over- 
worked phrase, too often used 
either hypocritically or as a de- 
fensive apology for broadcasting 
good entertainment to millions of 
people at a profit, Edward J. 
Noble, chairman of American 
Broadcasting Company, told mem- 
bers of the San Francisco Adver- 
tising Club last week. 

Somehow or other, Mr. Noble 
said, the notion has been allowed 
to develop that public service 
programming is some sort of sop 
to pressure groups—done in much 
the same spirit that moved Renais- 
sance princes to use some of their 
loot to patronize the arts. 

“Well, we’re not Renaissance 
princes. We’re American business 
men. And so are the sponsors 
who realize the advantages to 
their companies of bringing the 
cultural type of program to the 
American people.” 

The ABC executive maintained 
that his network can justify as 
part of its business the carrying 
of religious and other programs 
on a purely sustaining basis. But, 
he said, it is not done to salve 
}consciences because a profit is 
}made on sales of other time, any 
}more than a newspaper carries 
‘reports of sermons because its 
iclassified advertising department 
makes money and its comic page 
brings circulation. 


Okays ‘Soap Operas’ 


If radio needs to justify itself 
as having fulfilled a public need 
jand service, Mr. Noble said, the 
‘answer is that radio has incalcu- 
‘lably contributed to re-establish- 
ing the American home as the 
‘focal point of family life. 

Second only to this contribution 
\of radio to American life, Mr. 
Noble claimed, is the role it has 
fulfilled in brightening some of 
the drudgery of housewives in the 
_laytime. “I can say that as head 
‘of the network that doesn’t carry 
jany soap operas,” he added. 

“But there will arise the critic 
to complain that it is all the worse 
for radio to carry the sort of pro- 


How 
AMERICA 
LIVES 


® Available now: One of 
the most complete market 
studies ever made by a 
newspaper. Here's how 
America really lives—what 
your customers and poten- 
tial customers are thinking 
about your product today. 
All research done by an in- 
dependent organization. 
Study the changing buying 
habits and preferences of 
the people of Dayton, Ohio 
—one of America’s key cities 
—before approving your 
next advertising schedule. 
Write or wire direct; or 
phone our nearest national 
office. 


fhe Dayton Daily News 


Represented nationally by 
SAWYER, FERGUSON, WALKER CO. 
YEW YORK © CHICAGO © DETROIT 
ATLANTA © SAN FRANCISCO 


grams it does when so many 
listen, ignoring the fact that that’s 
why so many do listen. I will ad- 
mit that many of these critics are 
honest, not just fellows who had 
their thunder stolen when the 
market for magazine articles about 
the decline of the American home 
was ruined by radio. And I will, 
of course, admit that not all the 
programs on ABC or any other 
network meet impeccable stand- 
ards of artistic achievement or 
cultural values. 


Sampling of Bach Best 


“It all comes down to the demo- 
cratic ideal of the greatest good 
for the greatest number... 

“Inevitably public preferences 
in programs show more selectivity 
as people have an opportunity to 
sample the better wares. But you 
couldn’t follow the course that 
some critics apparently prefer— 
you couldn’t program a network 
for Bach and Sophocles 24 hours 
a day, even if you were a philan- 
thropic foundation, and get any- 


“Experience shows,” Mr. Noble | 


concluded, “that more and more 
people will learn to appreciate 
Bach if his music is presented as 
entertainment along with other 
programs which they already con- 
sider to be entertaining.” 


Issues New Catalog 


The “E” edition of the “Home 
Owners’ Catalog,” a service of the 
F. W. Dodge Corporation, New 


| York, will go to home planners 


this month. Copies are given 
without cost to qualified home 
planners who intend to build their 
own homes within a year. These 
home planners are discovered and 
personally qualified by the re- 
porting staff of Dodge Reports 
Construction News service. 


‘Retailing’ Changes 
Retailing Home Furnishings, 
New York, semi-weekly business 
paper published by Fairchild Pub- 
lications, New York, will become 
a daily, effective June 1, 1948. 
Retailing will be published from 
Monday through Friday under the 
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Socony-Vacuum 
Drops Specialties 
in Oil Shortage 


New YorkK—Due to the oil 
shortage, caused by record civilian 
and government demand, Socony- 
Vacuum Oil Company is discon- 
tinuing the manufacture and mar- 
keting of most of its specialties, 
which have been sold under the 
trade names Tavern, Bug-a-boo 
and Sanilac. 

It will continue to make and 
market Tavern candles and Tav- 
ern Paraseal wax, but other Tav- 
ern products and the Sanilac line 
will be dropped. 

Rights to manufacture and dis- 
tribute the Bug-a-boo line of in- 
secticides have been purchased by 
Bug-a-boo Products, Inc., Dover, 
N. H., a new company headed by 
S. Judson Dunaway. He is also 
president of Judson Dunaway 
Corporation, Dover, which pro- 


other products, through J. M. 
Mathes, Inc., New York. 
Socony-Vacuum executives told 
AA that the specialties have ac- 
counted for less than 10% of the 
company’s total advertising ex. 
penditures which, with campaign 
of subsidiaries, is said to total $6,- 
000,000 annually. The oil shortage, 
and not the elimination of the 
specialties, is responsible for the 
fact that the company’s over-all! 
program “probably won’t be 
larger” in 1948. Compton Adver- 
tising, Inc., has the account. 


Names Atkinson 


Everywoman’s, New York, has 
appointed Atkinson Associates as 
Pacific Coast representative, with 
offices in San Francisco, Los An- 
geles and Portland, Ore. 


Appoints Wandless 
Informacion, daily newspaper in 
Havana, Cuba, has appointed the 
H. J. Wandless Company, New 
York, as exclusive U. S. repre- 


body to listen. 


new schedule. 


motes Expello insecticides 


and | sentative. 


Adams-Rite Mfg. Co. 
Sylvester-Meeder Adv. Co. 
Adel Precision Products Corp. 

The McCarty Co. 

Aerial Products, Inc. 

James J. McMahon, Inc. 
Aeroproducts Div. (General Motors Corp.) 
ircher, Helton @& Collett, Inc. 

Aeroquip Corp 
Hopcraft- t Keller-Scheifle, Inc. 
Aircraft Components Corp. 
Art Ads Adv. Agcy. 
Aircraft Radio Corp. 
Burke, Dowling, Adams 
Airshippers Publishing Corp. 
Cate & McGlone Adv. 
Albertson & Co., Inc. 
E. W. Sann & Assoc. 
Allen Mfg. Co., The 
Norris L. Bull Adv. 
Allied Products Corp. 
Charles M. Gray & Assoc. 
Allison Div. (General Motors Corp.) 
Kudner Agency, Inc 
Aluminum Co. of America 
Fuller & Smith & Ross, Inc. 
Ambrose Aviation Co., Frank 
Steedle, Rankin & Boyle, Inc. 
American Broach & Machine Co. 
Holden, Clifford, Flint, Inc. 
American Chain & Cable Co., Inc. 
Reincke, Meyer & Finn, Ine. 
American Felt Co. 
St. Georges & Keyes, Inc. 
American Gas Accumulator Co. 
George Homer Martin Assoc. 
American Magnesium Corp 
Fuller & Smith & Rees, Inc. 
American Steel & Wire Co. (U. 


American Ventilatin ng Hose C 
Campbell-Ewald Co. of N. ae 


Ampco Metal, Inc. 
Hoffman & York, Inc. 
Arens Controls, Inc. 
——~s C. Nahser, Inc. 
Avco M Co. 
eC Erickson, Ine. 
Aviation Activities, Inc. 
Rogers & Smith Adv. 
Beech Aircraft Corp. 
Erwin, Wasey & Co., Inc. 
Bell Aircraft Corp. 
N. . Ayer & Son, Inc. 
Bendix Aviation Corp. (Products Div.) 
MacManus, John & Adams, Inc. 
Bendix Aviation Corp. (Pacific Div.) 
he Shaw Co. 


Bendix Aviation Corp. (Eclipse-Pioneer Div.) 


MacManus, John & Adams, Inc. 


Bendix Aviation Corp. (Radio Div.) 
MacManus, John & Adams, Inc. 


Bendix Aviation Corp. (Scintilla Magneto Div.) 


MacManus, John & Adams, Inc. 
Berry Brothers, Inc. 
Zimmer-Keller, Inc. 
. G. Corporation, The 
Albert Frank-Guenther Law, Inc. 
Blackburn Products, Inc. 
Mears Adv., Inc. 
Boeing Aircraft Co. 
N. W. Aver & Son, Inc. 
Bower Roller Bearing C 
MacManus, John & ‘Adams, Inc. 
Bridgeport Fabrics, Inc. 
enry A. Loudon Adv. 
Buty Manufacturing Co. 
. J. Potts-Calkins & Holden Adv. 


Guinn Engineering Corp , 
Campbell-Ewald Co. - N. Y., Ine. 


Carnegie-Illinois Steel Corp (U. S. Steel Corp.) 
Batten, Barton, Durstine & Osborn, Inc. 


Cessna Aircraft Co. | 
Gardner Advertising Co. 


Champion Spark Plug Co. 
MacManus, John & Adams, Inc. 


Chandler-Evans Div. (Niles-Bement-Pond Co.) 


Wm. B. Remington, Inc. 


Chance Vought Aircraft (Div. United Aircraft) 


Platt-Forbes, Inc. 


Chicago Metal Hose Corp. 
Russell T. Gray, Inc. 


Chicago Pneumatic Tool Co. 
G. M. Basford Co. 


Chicago Rawhide Mfg. Co. 
Wesley Aves & Associates 


Chicopee Mfg. Corp 
, Hanly, licks os Montgomery, Inc. 


Clifford Manufacturing Co. 
James Thomas Chirurg Co. 


Collins Radio Co. 
McCann-Erickson, Inc. 


S. Steel Corp.) 
Batten, Barton, Durstine & Osborn, Inc. 


Columbia Steel Co. (U. S. Steel Corp.) 
Batten, Barton, Durstine & Osborn, Inc. 


Commercial Surplus Sales Co. 


C-O-Two Fire uipment Co. 
Frank Best Co., Ine 
Consolidated Vultee Aircraft Corp. 
Young & Rubicam, Inc. 
Continental Motors Corp. 
Wallace-Lindeman, Inc. 
Curtiss-Wright Corp. (Airplane pee.) 
Charles Dallas Reach Co., Inc 
Curtiss-Wright Corp. (Propeller Div.) 
Charles Dallas Reach Co., Inc. 
Curtiss-Wright Corp. 
Charles Dallas Reach Co., Inc. 
Darnell Corporation, Ltd. 
Henry L. Rhea Adv. Service 
Delco-Remy (Div. Gen’l Motors) 
Campbell-Ewald Co., Inc 
Dill Mfg. Co., The 
McDaniel-Fisher & Spelman, Inc. 
Douglas Aircraft Co., Inc. 
J. Walter Thompson Co. 
Dow Chemical Co., The 
MacManus, John & Adams, Inc. 
Dowty Corporation 
Hamill Toms, Ltd. 
Drew, Peters, Passen & McDonald 
Abbey & Co. 
Dumont Aviation & Supply Co. 
Jordan & LoBuono 
DuPont de Nemours, E. I., & Co., Inc. 
(Plastics Dept.) 
Batten, Barton, Durstine & Osborn, Inc. 


More 


Glidden Co., The 
Meldrum & a Adv. 
Goodrich Co., The B. 
Batten, barton, ibeie dé Osborn, Inc. 
Goodyear Tire & Rubber Co., Inc. 
Kudner Agency, Inc. 
Greer Hydraulics, Inc. 
S. Vogel 
Gulf Oil Corporation 
Young & Rubicam, Inc. 
H & E Distributing Co., Inc. 
Direct 
Hamilton Standard Propellers 
(United Aircraft Corp.) 
Platt-Forbes, Inc. 
Handy & Harman 
Peterson & —— Inc. 
Hansen Mfg. Co., T 
Richard T. he, Inc. 
Hardman Tool & Eng. Co. 
John H. Riordan Co. 
Harrison Radiator Div. (Gen’l Motors Corp.) 
Campbell-Ewald Co. of N. Y., Ine. 
Haskelite Mfg. Corp. 
The Jaqua Co. 
Hendry Co., C. j. 
Coney, 'Baltzer . * sini 
Hollingshead Ang 
The Aitken ynett Xo. 
Hotel Lexington, Inc. 
Campbell-Ewald Co. of N. Y., Inc. 
Imperial Brass Mfg. Co., The 
Kreicker & Meloan, Inc. 
Indiana Gear Works 
L. Perkins & Co. 


companies 


in Aviation Week than 


Edison, Thomas A., Inc. 
The Schuyler Hopper Co. 
Edo Aircraft Corp. 
Burke Dowling Adams 
Elastic Stop Nut oe of America 
G. M. Basford Co. 
Electric Auto-Lite Co., The 
Ruthrauff & Ryan, Inc. 
Electric Storage Battery Co., The 
Geare-Marston, Inc. 
Electrical Engineering & Mfg. Corp. 
West-Marquis, Inc. 
Electrol, Inc. 
Victor A. Smith Adv. 
Enjay Co., Inc. (Standard Oil Co. of N. J.) 
Mec: ‘ann-Erickson, Inc. 
Erie Meter Systems, Inc 
Davies & oliuney Industrial Adv. Agcy. 
Fairchild Engine & Airplane Corp. 
Cecil & Presbrey 
Fafnir Bearing Co., The 
Horton-Noyes Co. 
Federal Aircraft Works 
Dwyer & Devoy Adv. 
Federal Bearings Co., Inc., The 
Fred Wittner Adv. 
Federal Products Cor 
Williams & Say or 
Federal Telephone & Radio Corp. 
Rickard & Co., Inc. 
Fenwal, Inc. 
James Thomas Chirurg Co. 
Firestone Tire & Rubber Co., The 
Sweeney &: James sy 
Fitzgerald Mfg. Co., T 
Wilson, Haight & re elsh, Inc. 
Foote Bros. Gear & Machine Corp. 
The Buchen Co. 
Formica Insulation Co., The 
The Chester C. Moreland Co. 
Garrett Corporation, The (AiResearch Mfg. Co.) 
J. Walter Thompson Co. 
General Controls Co. 
The McCarty Co. 
General Electric Co. 
(Aviation Divisions, Apparatus Dept.) 
G. M. Basford Co. 

General Motors Cor <?- 
Campbell-Ewald Co., Inc. 
General Tire & Rubber Co., The 

D'Arcy Advertising Co. 


Interchemical Corp. 
Fuller & Smith & Ross, Inc. 
International Nickel Co., Inc., The 
Marschalk @& Pratt Co. 
ates Air Chute Co., Inc. 
omstock, Duffes & Co. 
Jack & Heintz Precision Industries, Inc. 
The Griswold-Eshleman Co. 
Johns-Manville Corp. 
J. Walter Thompson Co. 
Keller Products, Inc. 
Direct 
Kester Solder Co. 
Aubrey, Moore & Wallace, Inc. 
Keuffel & Esser Co. 
St. Georges & Keyes, Inc. 
Kidde & Co., Inc., Walter 
Newell-Emmett Co. 
Kilgore Mfg. Co. 
Byer & Bowman Adv. Agency 
Kohler Co., The 
Roche, Williams @& Cleary, Inc. 
Kollsman Instrument Div. (Square D Co.) 
Erwin, Wasey @& Co., Inc. 
Koppers Co., Inc. (Aeromatic peogeties Dept.) 
Vansant, Dugdale & Co., Inc 
Lamb Electric Co., The 
The Bayless-Kerr Co. 
Laminated Shim Co., Inc. 
G. E. Hatch Adv. 
Lande Aircraft Corp 
Broomfield- Podmore Adv. 
Lear, Inc. 
John B. Van Domelen Agency 
Linear, Inc. 
The Aitken-Kynett Co. 
Line Material Co. 
Hamilton Adv. Agency 
Long Co., Inc., The S. A. 
The McCormick- Armstrong Co. 
Lord | Manutocseres Co. 
. S. Hill Co., Inc. 
me. Engineering Corp 
Parker-Aliston “Associates, Inc. 
Lycoming Div. (Avco Mfg. Corp.) 
McCann-Erickson, Inc. 
Macmillan Co., The 
Atherton & Currier, Inc. 
Marman Products Co., Inc. 
West-Marquis, Inc. 
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Ellis Steps Out 
of LaRoche & Ellis 
to Join Diorama 


New YorK—Sherman K. Ellis, 
who founded the agency. in 1932 
as Fletcher & Ellis, last week re- 
signed as a director of LaRoche & 
Ellis, leaving Chester J. LaRoche, 
president, in sole control. Mr. 
Ellis will join Diorama Corpora- 
tion. 

Mr. LaRoche joined the agency 
in 1945, two years after resigning 
as chairman of the board of Young 
& Rubicam. In the interim he was 
vice-chairman of the American 
Broadcasting Company. Last 
summer Mr. LaRoche announced 
that he was taking over LaRoche 
& Ellis, and that Mr. Ellis would 
remain as a director in an advis- 
ory capacity. 


LaRoche Explained Plans 


In a press conference at that 
time, Mr. LaRoche emphasized 


that his eventual assumption of 
the agency’s responsibilities had 
been understood when the part- 
nership was formed. 

Mr. Ellis, president of the 
agency during its days as Sher- 
man K. Ellis & Co., has acquired 
an interest in Diorama Corpora- 
tion of America, New York, he 
said last week. He will supervise 
the sales and marketing of its 
three-dimensional displays, which 
are installed in railroad stations 
and airline terminals. 

At Diorama, he will be asso- 
ciated with E. H. Burdick, who 
founded the company 20 years ago, 
and who was director of U. S. 
government exhibits at the New 
York World’s Fair and recently 
worked in designing the Freedom 
Train. 


Heads Industry Relations 


Roger C. Sonnemann, who 
joined Monsanto Chemical Com- 
pany in St. Louis in 1940, has been 
appointed industrial relations di- 
rector of Monsanto’s Everett, 
Mass., plant. 
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RUNS 


IN EAST—Carstairs’ 
mallet-shaped Established 1788 bottle 
is featured in this 700-line newspaper 
copy, appearing in leading markets on 
the eastern seaboard. 


prewar, 


Swan Promoted 


H. K. Swan, sales manager of 
the milling and extraction section 
of the basic industries department 
of Allis-Chalmers Mfg. Company, 
Milwaukee, has been promoted to 
manager of the grain and chem- 
ical milling section. 


Ohio State Plans 
Industrial Ad Meeting 


The College of Commerce and 
Administration of Ohio State Uni- 
versity will hold a specialized con- 
ference in industrial advertising 
at OSU, Columbus, Jan. 29-30. 

A committee of 25 industrial 
advertising and media executives 
are cooperating with the confer- 
ence committee in planning ses- 
sions focusing on problems of 
changes in products, sales meth- 
ods and merchandising practices. 
Reservations for the meeting may 
be made through Prof. Kenneth 
Dameron, general conference 
chairman, Ohio State University. 


KMAC Increases Power 


FCC has granted Station KMAC, 
San Antonio, an increase in power 
and a change in frequency from 
250 watts on 1240 kce., to 5,000 
watts, unlimited time, on 630 kc. 
Two new transmitting plants, for 
both Station KMAC and FM sta- 
tion KISS, will be constructed 
about 11 miles from the center of 
the business district of San An- 
tonio on Highway 87. 


Marquette Metal Products Co., The 


Belden & Hickox Adv. 
Martin Co., The Glenn L. 
Vansant, Dugdale & Co., Inc. 
Mercury Aircraft, Inc. 
Charles L. Rumrill & Co. 
Micro Switch Corp. 
Hamilton Adv. Agency, Inc. 
Minneapolis-Honeywell Regulator Co. 
Addison Lewis & Associates 
Monsanto Chemical Company 
Gardner Advertising Co. 
National Air Races 
Humphrey Prentke & Assoc. 
National Screw & Mfg. Co., The 
Fuller & Smith Ross, Inc. 
National Tube Co. (U. S. 
Batten, 
Nelson Corp., The Herman 
The L. W. Ramsey Adv. Agency 
New Departure (Div. of General Motors) 
J. M. Hickerson, Inc. 
ii, pumegt ent Co. 
Vm. B. Remington, Inc. 
steimactia aan Bearings Corp. 
Sutherland-A bbott 
Nukraft Mfg. Co., Inc. 
William Hoffman é Assoc, 
Ohio Seamless Tube Co., The 
Howard Swink Adv. Agency, Inc. 
Pacific Airmotive Corp., 
West-Marquis, Inc. 
Packard Electric (Div. General Motors) 
Campbell-Ewald Co., Inc. 


Steel) 
Barton, Suretine ¢ d@& Osborn, Inc. 


Potter, Inc., L. 
Direct 


Reed & Prince Mig. 
H. L. Moore 


Reeves Brothers, of 
Goold & Tierney, Inc. 


Revere Copper & Brass, Inc. 
St. Georges & Keyes, Inc. 


—— tng J Co. 
Hoyt Co., Inc. 
sein Aeronautical Co. 


Co. 


Batten, Barton, Durstine & Osborn, Inc. 


Ryerson & Son, Inc h 
Aubrey Moore & Sales” Ine. 


Sensenich Corporation 
Foltz-Wessinger, Inc. 
Shell Oil Co. 
J. Walter Thompson Co. 
Short Brothers, Ltd. 
J. Walter Thompson Co., Ltd. 
Silent Hoist & Crane Co. 
Harry Hurst Adv, 
Sikorsky Aircraft 
Platt-Forbes, Inc. 
a Aerocessories 
Jones & Brakely, 


Sinclair Refining Co. 


Inc. 
ne. 


Hixson-O’Donnell Advertising, Inc. 


SKF Industries, Inc. 
Geare-Marston, Inc. 


Skilsaw, Inc. 
Earle Ludgin & Co. 


Skymotive, Inc. 
Swaney, Drake & Bement, Inc. 


(Se. United Aircraft Corp.) 


Superior Tube Co. 
Renner Advertisers 


Surface Combustion Corp. 


The Griswold-Eshleman Co. 


Texas Company, The 
Buchanan & Co., Inc. 


Texas Engineering & Mfg. Co., Inc. 


Albert Evans @& Assoc. 
Thompson Co., The H. 


Thompson Products, Inc. 


Timken Roller Bearin 
Batten, Barton, 


* 
ixson-O’ Donnell Adv., Inc. 


The Griswold-Eshleman Co. 


Co., The 
urstine 


& Osborn, Inc. 


Timken Roller Bearing Co. (Steel & Tube Div.) 


Batten, Barton, 
Tinnerman Products, Inc. 


Durstine & Osborn, Inc. 


The White Advertising Co. 


Titeflex, Inc. 
Sukes Adv., Inc. 
Topflight Tape Co. 
Direct 
Torrington Co., The 
Hazard Adv. Co. 
Union Oil Co. 
Foote, Cone & Belding 


United Aircraft Corp. 
Platt-Forbes, Inc. 


United States Electrical Tool Co., 


Julian J. Behr Co 


The 


United States Hammered Piston Ring Co., Inc. 


The Kotula Co. 


United States Plywood Corp. 
Marschalk & Pratt Co. 


place more advertising 


in any other aviation 


In just five months Aviation Week has established unprecedented accept- 


ance as the top marketing medium in the aviation field. 


In advertising pages Aviation Week leads by a ratio of 2-to-l over the 
average of the next three magazines in the field. On these two pages are 
listed the names of the advertisers and their agencies now placing space 


in Aviation Week. 


lf Aviation Week is not already on your 1948 advertising schedule, we 
suggest that the overwhelming advertising preference evidenced here 


merits your serious consideration. 


AVIATION WEEK—A McGraw-Hill Publication. 


Advertising representatives in 


New York, Boston, Philadelphia, Cleve- 


land, Detroit, Chicago, St. Louis, Los Angeles, San Francisco, Atlanta. 


Parker Appliance Co., The 
uller & Smith & Ross, Inc. 
Permanente Products Co. 
oung & — Inc. 
Permatex Co., » 
M. Preystadt Assoc., Inc. 
Pesc, Products Co. (Borg- Samer Corp.) 
uller & Smith & Ross, Inc. 
Petersen Mfg. Co. 
iwhanan & Thomas Adv. 
Ss Petroleum Co. 
imbert & Feasley, Inc. 


Philos Serew Manufacturers 
rton-Noyes Co. 
Pj t Parachute Co., Inc. 
lian Gross Adv. Agency 
Pitt ourgh Plate Glass Co. (Paint Div.) 
tron, Inc, 
Pit curgh Plate Glass Co. (Safety Glass) 
: itten, Barton, Durstine & Osborn, Inc. 
“lomb Tool Co. 
. Wlard G. Gregory & Co. 


& Whitney Aircraft 
v. United Aircraft Corp.) 
latt-Forbes, Ine, 


Snap-On Tools Corp 
Scott Telander F aide. Agency 


Solar Aircraft Co. 
Dan B. Miner Co. 


South Bend Lathe Works 


Lamport, Fox, Prell, & Dolk, Inc. 


Sperry Products, Inc. 
Michel-Cather, age 


Sperry Gyroscope Co., 
Charles Dallas bunk "Co., 

Standard Oil Co. of Indiana 
McCann-Erickson, Inc. 

Standard Oil Co. of N. J. (ESSO) 
McCann-Erickson, Inc. 

Standard Oil Co. of N. J. 
McCann-Erickson, Inc. 

Standard Parts & Equipment Corp. 
Jim McMullen Adv. 


Standard Pressed Steel Co. 
R. E. Lovekin Corp. 


Inc. 


(ENJAY) 


Steel Improvement & Forge Co., The 


he Lee Donnelly Co. 


Stewart-Warner Corp. 
MacFarland, Aveyard & Co 


(South Wind Div.) 


Campbell-Ewald Co. 


magazine 


United States Rubber Co. (Aircraft Tires) 
of New York, Ine. 


United States Rubber Co. (Footwear Koylon) 
Campbell-Ewald Co. of New York, Inc. 


United States Rubber Co. 
(Mechanical Goods Wire 
Campbell-Ewald Co. 


United States Steel Co 


Devereux & Co., Inc. 
Vickers-Armstrong, Ltd. 


orp. 
Batten, Barton, Durstine & Osborn, 
Utica Drop Forge & Tool Corp. 


) 
of New York, Inc. 


Inc. 


The London Press Exchange 


Vickers, Inc. 
Witte 
Vic Patushin Industries, Inc. 


Waldes Kohinoor, Inc. 
Grey 
Walker-Turner Co., Inc. 
O. S. Tyson & Co., Ine. 
Walter Motor Truck Co. 
Thoma & Gill 
War facets Administration 


(Div. Sperry Corporation) 
& Burden Advertising 


Jordan & LoBuono Advertising 


Advertising Agency, Inc. 


Fuller & Smith @&@ Ross, Inc. 


Weber Showcase & Fixture Co., In 
Whitney & Beret’ 


Harrington, 
Westinghouse Electric Corp. 


Advertising 


Fuller & Smith & Ross, Inc. 
wens Electrical Instrument Corp. 


M. Basford Co. 
Whlemane Stamping Co. 
Holden, 
Whittaker Co., Ltd., Wm. R. 
The McCarty Co. 
Wiley & Sons, Inc., John 
he Waterson Co. 


Wilson Co., H. 


Charles Dallas Reach Co., 


Wilson, K. R. 
Warman & Co., Inc. 


Wolf’s Head Oil Refining Co. 


Aitkin-Kynett Co. 


Worthington Mower Company 


(Jacobsen Mfg. Co.) 
Bert 8. Gittens 


Wright Aeronautical Corp. 


Charles Dallas Reach Co., 


Wyman-Gordon Co. 
John W. Odlin Co., 


Young Radiator Co. _ 
Western Advertising 


Inc. 


Agency, 


Clifford @& Flint, Inc. 


Ine. 


Advertising 


Ine. 


Ine. 
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Pineapple Movies 


Use 50,000 Feet 
of Color Film 


Ho.titywoop—Nearly 50,000 feet 
of 16 mm. commercial color film 
was shot by Jerry Fairbanks, Inc., 
for the Hawaiian Pineapple Com- 
pany’s new series of movies de- 
scribing the pineapple industry. 

Writers, production men, cam- 
eramen, cartoonists, film editors 
and musical scorers, in collabora- 
tion with N. W. Ayer & Son, spent 
more than a year preparing and 
filming the story of the company, 
its 5,100 employes, fields and can- 
ning processes. 

Animated sequences, when com- 
pleted, will show the growth of 
pineapples, and microphotographs 
will demonstrate fumigation and 
sterilization of the soil. 


Bishop Moves Offices 


Bishop & Associates, public rela- 
tions, Los Angeles, has moved 
from 552 S. Figueroa, to larger 
quarters at 1226 Wilshire Blvd. 
New clients include Southern Cali- 
fornia State Dental Association 
and the Los Angeles City Osteo- 
pathic Society. 


(Advertisement) 


Find the Hidden 
Buyers in Your 
Business Market 


By Edward A. Grey, 
Media Director, 


Albert Frank— 
Guenther Law, Inc. 


How much business are you not 
getting now because of hidden 
buying influences in your busi- 
ness market? 

Consider the man your sales- 
man can’t get in to see. And the 
man your salesman never even 
tried to see—because his title or 
duties didn’t suggest his real buy- 
ing influence. 


ers in the fringe market? Their 
scattered orders might come to a 
pretty penny in your annual sales 
report. 

Then there’s the unknown man 
who’s planning to start a new 
business. Also, the man with a 
bright idea who could use your 
product or service to put that idea 
across. They might become your 
best customers. 

How can you reach all these un- 
knowns? Use the mass circula- 
tion which is now available to you 
through the leading general busi- 
ness Magazines. Use it to blanket 
the business world with your mes- 
sage. Get everybody to under- 


stand what you have to sell. Have 
them on your side when they talk 
to friends and associates. 

It may prove profitable indeed 
to include this media group in 
your schedule—because it rounds 
up so many of the hidden buyers 
in your business market. 


* 


This hiee is sponsored by 


| Nation’s Business to promote the 


| 


|use of a “* 


mass technique” in sell- 
ing the business market of Amer- 
ica. 

Four leading general business 
magazines offer you in 1948 a com- 
bined circulation of 1,310,000 ex- 


ecutive subscribers, over 15 mil- 
lion pages a year on 12-13 time 
schedule. The combined rate for 


a black-and-white page in all four 
papers is only about $9,725. 

; Net Paid Circulation B&W P: 
Nation’s Business. . .600,000 $3, 000 


United States News . 300,000 2,400 
Fortune ...........235,000 2,750 
Business Week..... 175,000 1,575 


We'll be glad to give you case 
histories of advertisers who have 
found such “mass” selling profit- 
able. Nation’s Business, Wash- 
ington, D. C. 


(Advertisement ) 
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‘48 Olympic Game 
Program to Offer 
300,000 Coverage 


New Yorx—The American pub- 
lic will be able to follow the 1948 
Olympic Games in London next 
summer through the medium of 
the “Official Souvenir Pro- 
gramme,” on which Ramp, Inc., 
New York, holds the North, Cen- 
tral and South American adver- 
tising and distribution rights. 

The 192-page book is edited by 
the British Olympic Committee 
and produced by Adprint Ltd., 
London, publisher of Future 
magazine. A guaranteed circula- 
tion of 300,000 copies has been 
established, of which 150,000 will 
be in the U. S. and the same num- 
ber in England and on the Con- 
tinent. 

Advertising rates are $2,500 for 
a black-and-white page, $3,750 
for a four-color page and $7,500 
for the back cover. The book will 


|sell for approximately $1 in the 
|U. S. and will be on sale early in 
June, 1948. Half the profits ob- 


tising revenue will be paid to the 


organizing committee for ex- 


for the benefit of amateur sport. 


Plugs Clothes Dryer 

Bendix Home Appliances, South 
Bend, has launched a cooperative 
newspaper campaign for its auto- 
matic clothes dryer. Tatham- 
Laird, Inc., Chicago, the company’s 
agency, has prepared three types 
of cooperative newspaper ads: 
For joint signature of dealers, a 
choice of full-page and 1,000 lines; 
for individual dealers, selection of 
20 and 40-inch, and for utility 
companies, full-page and 1,000- 
line copy, adaptable by changes 
for gas or electric models. 


Overseas in Chicago 

The main office of Overseas 
Publications, Inc., United States 
representative for publications 
abroad, is located at 111 W. Wash- 
| ington St., Chicago 2. 


penses of the Olympic Games and | 


| 


| 
| 


‘Inquirer’ Appoints 
Theodore W. Lord, Empire State 
building, New York; Robert R. 


tained from all sales and adver-| Beck, 20 N. Wacker Dr., Chicago, 


and George S. Dix, Penobscot 
building, Detroit, have been ap- 
pointed exclusive advertising rep- 
resentatives of the Philadelphia 
Inquirer, effective Jan. 1, 1948. 


WOXO Ups Power 

After Jan. 1, when another unit 
will be added to its transmitter, 
Station WQXQ will be operating 
with 20 kilowatts of radiated 
power—which is equal to that of 
any other FM station in New York. 
The station broadcasts weekdays 
from 7 a.m. to 12:05 a.m. and on 
Sundays from 8 a.m. to 12:05 a.m. 


‘Nat'l Home’ Ups Rate 
National Home Monthly, Winni- 
peg, Can., a Stovel publication, 
will raise its rate from $2.45 to 
$2.70 a line, effective with the 
April, 1948, issue, based on in- 


creased circulation. Six Canadian | 


business papers, also published by 
A. Lloyd Stovel, will increase 
their rates, effective April 1. 


143 YEARS EDITING A GREAT NEWSPAPER 


Journal Editors have 
a total of 143 years’ 
experience in mould- 
ing courageous think- 
ing and sound public 
opinion throughout 
The South. 


"The Voice of the South 


ae, 
WRIGHT SRYAN, Editor 


freedom, better schools 
and development of nat- 
ural resources. He was 
the first newsman to 
broadcast story of OD- 
Day in Normany—and 
has recently been hon- 
cored for his outstanding 


expose of 


W. S. KIRKPATRICK 


2 ae ae Managing Editor Associate Editor 
‘oie o Samees . ‘ - « feceived na- came to The 
gia for political tional 


recognition 
direction of coverage ot 
the Winecoff Hotel fire 
Georgia's 63 days under 
two governors and his 
the 
vote fraud. A 
of American Society of 


EDITORS . . . marked by a passion for 


truth and justice . . . tempered by tolerance 
and understanding of southern problems. 


WILLIAM COLE JONES 


Journal in 1907 and 
during the forty years 
of writing for this great 
newspaper he has 
stamped his gentle hu- 
mor, insight and courage 
deeply into the minds of 
the readers of The 


for 


Telfair 
Member 


contribution as a war Newspaper Editors he Journal's Editorial page. 
correspondent. Bryan has has been with The 
Journal 7 years. 


been with The Journal 
for 20 years. 


EDWIN CAMP 


Associate Editor 
. is widely known 
throughout the South as 


“Ole Timer’’ and as one 
of the South's foremost 


| in Dominican Republic 


Advertising 


Abbott & Costello 
Tap the Keg; 18 
Brewers Buy Team 


New York — Eighteen brewing 
companies are on Abbott & Cos- 
tello’s list of sponsors for the 
Wednesday night cooperative pro- 
gram over ABC. Some 76 adver- 
tisers now are backing the show 
on stations throughout the coun- 


try. 
Breakdown by categories is as 
follows: Nine automobile and 


auto supply concerns, seven petro- 
leum and _ petroleum products 
manufacturers, six department 
and clothing stores, six bakeries, 
Jive grocery product manufacturers 
and four furniture companies. 

Also included are bottlers, con- 
fectioners, dairies, drug stores, 
household appliance makers, pack- 
|ing companies and public utilities. 
| American Brewery buys the 
| comedy session, high rating co-op 
/on the last Hooper report with a 
(7.7, in three markets; Fort Pitt 
Brewing Company, in three mar- 
kets, and the Petrol Corporation 
in four markets. 


5 Sign for Part 
of Lombardo Show 


NEw YorK—Guy Lombardo’s 
new transcribed show will be 
sponsored by the Union Biscuit 
'Company of St. Louis over eight 
stations in a five-state area. 


| The firm, via Gardner Adver- | 


| tising Company, will begin broad- 
casting the Frederic W. Ziv pack- 

age in February in St. Louis, Jef- 
|ferson City and Springfield, Mo.; 
| Evansville, Ind.; Little Rock, Ark.; 
| Jackson, Miss., and Decatur and 
| Springfield, Il. 


| Two other advertisers have 
|signed for the program on a mul- 
tiple station basis. Widemann 


Brewing Company, through 
'Strauchen and McKim 
|sponsors Lombardo on WPAR, 
| Parkersburg and WCHS, Charles- 
,ton, W. Va. Oklahoma Gas & 
|Electric Company will begin air- 


| 


'KVSO, Ardmore, Okla., early in 
| January. 


Stores Are Sponsors 


| Lombardo’s strongest supporter 
|remains the First National Stores 
'of Boston, which sponsors the 
musical half-hour on ABC’s New 
| England stations. 

Sponsors signed recently for 
single outlets include J. B. Van 
Sciver Furniture .Company, 
WKBO, Harrisburg, Pa., and 
Mueller Motor Company, a Chrys- 
ler-Plymouth agency, WOAI, San 
Antonio, Tex. 

Meanwhile, Ziv’s top show, 
|“Favorite Story”’—heard on ap- 
|proximately 300 
|reached the $1,000,000 sales mark. 


New Daily Published 


El Caribe, a new daily paper | 


stations — has | 


agency, | 


‘ing the show over WKY, Okla-| 
‘homa City, KBIX, Muskogee and | 


JOHN PASCHALL 


Editor Emeritus 

. « . if now engaged 
in the writing a history 
of The Journal during 
his long period of edi- 


JOHN MEBANE 


Editorial Assistant 

. « «+ @oming to The 
Journal in 1942, he has 
served as copy reader. 
assistant city editor and 


sports writers He is a torship. 
fearless and dynamic 

editorial writer with vig- 

orous and forthright 

thoughts that are an in- truth 


tlyential factor in 
moulding public opinion 
in the South. He has 
been with The Journal 
for 25 years. 


problems 


During his 46 
years with The Journal, 
he has always been not- 
ed for his passion for 
and justice and 
for his tolerance and un- 
‘derstanding of Southern 


business news editor and 
now is a member of the 
editorial staff as as- 
sistant editorial writer. 
Mebane Is known for his 
honesty, sincerity and 
courage to set forth his 
profound convictions in 
his editorials. 


Che Atlanta DZournal 


*“THE JOURNAL COVERS DIXIE LIKE THE DEW’ 


— by a group of American 
‘and British business men, will 
|begin publication on Feb. 27 
in Ciudad Trujille, Dominican 
|Republic. It will be edited and 
managed by a staff of Latin Amer- 
|ican specialists, headed by Stan- 
'ley Ross, former New York Times 
| correspondent and Latin American 
,editor of the Associated Press. 
| Advertising rates are $150 per 
standard-size page; $100 per page 
in the magazine section, and $30 
for a five-column, three-inch ad 
in the eight page tabloid color 
comic supplement. It is repre- 
sented by the All-American News- 
papers’ Representatives, New 
| York. 


Vernon Appoints Simon 

} Vernon Brothers, Boston, junior 
|suits and coats, has appointed 
Douglas D. Simon Advertising, 


|New York, to handle its adver- | 


| tising. 


| 
| 
| 


Age, December 


Camfield Drops Sanford 


Camfield Mfg. Company, Grand 
Haven, Mich., manufacturer of 
automatic toasters and Fluor-(- 
Shields for fluorescent lamps, has 
canceled its contract with D. §&. 
Sanford Company, manufacturers’ 
representative, effective Feb. |. 
Camfield is appointing its own 
factory representative for all ter- 
ritories in the U. S. 


’ aE y 


Plans New Publication 


Construction Equipment Oper- 
ator and Serviceman will be 
launched in January by Charles E£. 
Parks, editor and publisher. The 
new monthly magazine will con- 
tain the latest postwar informa- 
tion on new tools and equipment. 
Offices are located at 107 3rd Ave. 
S. W., Cedar Rapids, Ia. 


Prepares Training Film 


Syndicate Store Merchandising, 
New York, has prepared a new 
training film, entitled “Let’s Look 
at Your Job.” The 10-minute, 
35mm sound-slide film has been 
designed for showing to new sales- 
girls in variety stores. 


HIGH READERSHI 


NOMETOWy pAILIES 


4 we 


Md 


A 
Ro 


“GREAT THING. THAT NEW AUTO- 
MATIC PILOT. NOW I CAN CATCHY 
ON THE NEWS" 


A report just announced by th 
Medill School of Journalis 

Northwestern University, © 
veals almost unbelievably hig 
readership of Wisconsin Hom 
town Dailies. 


Ads from 70 to 149 lines i 
size averaged $0.00096 cost p 
reader. 


That’s less than 1/10th cent P 
reader ... less than the amou 
of silver worn off an old dim 


3 out of 4 Wisconsin fami- 
lies live outside Milwau*ee 
County. You reach necrly 
80% of them through ‘he 
better read... 


All 
Business \ 
Is Local 


READERSHIP .. 
The Third Dimension 
of the Milline Rate 
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rand Manpower Output Two Name Kemmerrer ‘Portia Faces Life’ ‘duees the program, which plugs|ager of the Albany Times-Union. 


The Patman Merchandise Com- Post’s 40% Bran Flakes and Post’s | He succeeds G. Edward Walker, 


b Of ° bans . Raisin B 'who has been named director of 
Lt |'pany, Los Angeles, and Williams aisin bran. ; : . 
th ‘ 60% Over Prewar Hate, Company, Anaheim, Cal., pro- | for 2,000th Time | Miss Wall has had the title role | ——syapeee of Station WROW, Al 
. E, at Benjamin Co ducers of the Stay-Rite embroidery | NEw York — General Foods,|in the soap opera, heard on NBC y: 
rers’ e floss dispenser, have appointed | Lucille (Portia) Wall and Mona) Monday through Friday from 5:15 
> ¢£ Cuicaco—A cheering note in |Kemmerrer, Inc., Hollywood, to|Kent celebrated an anniversary |to 5:30 p.m., EST, since it went T 
own | today’s disturbed labor situation | handle their advertising. recently. tenia in October, 1940. When you need @ BIRTH LIS 
ter- J was sounded last week by Hoyt P. : ear ng Miss Kent’s popular ‘Portia | ee ee Remember 
Steele, vice-president of the Ben- Appoints De Lisser nage Renee a ag Wall in Joins ‘Times-Union’ | WILLIAM F. RUPERT 
jamin Electric Mfg. Company, Des! The Evening Independent, St.|¢ Starring role, finished its)" Touis. J. Allemann, formerly || Compiler of national birth lists 
l Plaines, Ill., leading proponent of| Petersburg, Fla., has appointed De 2,000th airing under the sponsor-| geiq representative of RKO Radio | EXCLUSIVELY for the past fifty years. 
)per- | better communications with em- | Lisser, Inc., as national advertis- | Ship of General Foods Dec. 5. Hoyt Pictures in Albany, N. Y., has| 90 Fifth Ave., New York 11—CH 2-3757 Me 
be | ployes, who told the Chicago In-| ing representative. Allen of Benton & Bowles pro- been appointed promotion man- “ ¥ 


es E. § dustrial Advertisers Association 
The | that man-hour output at the Ben- 


Con- 7 jamin plant is up 60% compared 
ee with prewar. 
_ Benjamin has used open houses 


for employes and their families, 
newspaper ads in Des Plaines and 
nearby community newspapers, 
‘ and improved surroundings in the 
ising, | plant as a means of building em- 
new § ploye morale. He thinks the com- 
ea pany enjoys good employe accep- 
been tance in spite of the fact that it 
sales. § suffered a strike lasting four work- 
ing days last spring. 


eet Many Plant Tours 


The newspaper ads, incidentally, 
do not talk much about economics 
or the enterprise system, but 
mainly about Benjamin and its 
role in the community. This work 
is backed up with contacts with 
schools, churches and civic or- 
ganizations, all of whom have been 
invited to visit the plant. The 
numbers who come are often em- 
barrassingly large. Several thou- 
sand people have visited the plant 
in the past year, largely as the 
result of the completion of a new 
research building. 

While Mr. Steele concedes that 
part of the remarkable increase 
in productivity in the Des Plaines 
plant is due to improved equip- 
ment and methods, he has ad- 
justed sales volume in terms of | 
the 20% higher prices now in| 
effect, and still comes to the con-| 
clusion that Benjamin’s employes | 


A are doing 60% more. 
‘ “And,” he added, “we haven’t 


completed our own improvements 
in lighting the factory, for when 
it comes to industrial lighting 

T0- equipment, the product for which 
AU @ Benjamin is most famous, we are | 
ATCHUGE till somewhat like the shoe- | 
maker’s children.” 


Sobotka Opens PR Firm 


Jon Sobotka has opened his own 
public relations company at 300 
1 by th@ E. 57th St., New York. 
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| Home LOUK ai 144 It’s easy to think up a good sales story MystTIK sticks without moistening. Just peel off 


for your product. But how do you get that idea its protective back and press it in place. Easy 
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MYSTIK* Self-Stik Signs, 
may be placed immedi- | 
ately on show cases, store 
walls, pillars, counters, 
shelf edges, mirrors, back 
bars and many other 
choice display spots where 
you can't use conven- 
tional signs. Self-Stik back 
makes MYSTIK signs easy 
to apply to any clean, 
dry surface. 


This MYSTIK Self-Stik Sign in full 
colors, featuring the new foil-wrapped package, 
was produced for the distributor of a well-known brand of butter. 


| 
| 
| 
| 


lines i in the basic sources | up at the point-of-sale. . . right where people have to remove, too—store managers appreciate this 
cost pal OF MARKET INFORMATION | their hands on their money, ready to buy ? Point- feature! Mystik prints beautifully, makes 

| of-sale advertising is the pay-off link in your attractive signs, shelf strips, two-way signs, 
cent pé | = | whole promotion program. And MystTIkK makes plaques, Econo Truck Signs, many more. Let 


sat it easy to get point-of-sale advertising displayed. us suggest a sales-getting Mystik idea for you. 
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In Point-of-Sale Advertising 
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* Advertising Age's 
CONSUMER MARKET DATA BOOK 


*Trade Mark Registered 
Mystik Print Patented 


2639 N. KILDARE + CHICAGO 39 + SPAULDING 1600 « In New York: 1775 Broadway— Offices in all other Principal Cities 


«Industrial Marketing's s 
INDUSTRIAL MARKET DATA BOOK | a 
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38 
Starts New Arvin Series 


Noblitt-Sparks Industries, Co- 
lumbus, Ind., is following up its 
three-ad Christmas newspaper 
campaign emphasizing Arvin per- 
sonalized radios as Christmas gifts, 
with a two-ad newspaper series 
featuring Arvin radio-phono- 
graphs. The new series appeared 
early this month in daily and Sun- 
day papers covering approximately 


TYPESETTING WANTED 


We are looking for one or 
two select customers who 
can use a modern, efficient, 
well-equipped typographic 
plant. Equipped for catalog 
and ad work. Please call 
Dolph Crawford, Web. 2419. 


125 major markets in all sections 
of the country. Copy also men- 
tioned Arvin’s table model radios, 
electric. home heaters and auto- 
matic electric irons. Roche, Wil- 
liams & Cleary, Chicago, is the 
agency. 


WBMD Begins Operations 
WBMD, a new Baltimore sta- 
tion, went on the air Dec. 7, with 
1,000 watts power on 750 kc. Wil- 
liam R. Burrier is general man- 
ager of Key Broadcasting Corpo- 
ration, operating the station. Rob- 
inson Advertising, Baltimore, 
handles the station’s promotion. 


Forms Dillon Co. 


Jack Dillon, for several years 
on the sales staff of Newsweek, 
has formed the _ representative 
firm of J. L. Dillon Company at 
1 E. 57th St., New York. 


Weir Joins Four A’s 

Walter Weir, Inc., New York, 
has been elected to membership 
in the American Association of 
Advertising Agencies. 


My 
cS to, 
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“On 


Field & Stream can be measured by many 
yardsticks —advertising leadership ++. Circu- 
lation. . . editorial content . . . dealer influence 

- ++ income of subscribers .. . reader desire studies 
-+. reader service... reader response . . . publishing 
leadership . . . editorial staff... prestige... sales results. 


Melis Stirs 


is America’s Number One 
Sportsman’s Magazine! 


© FOR top-rucut SPORT 


wer! 


Trucking Industry 


Shifts “48 Ads 
fo Magazines 


WASHINGTON — National adver- 
tising efforts of the American 
Trucking Associations will shift 
from newspapers to magazines in 
1948, according to Walter Belson, 
public relations director for the 
truckers. 

First ads under the new pro- 
gram have already appeared in 
Collier’s and Life. The group will 
continue to use newspaper adver- 
tising on a reduced scale for spe- 
cial purposes, Mr. Belson said. 

Truckers have used national 
Magazines in the past, but in 1942 
shifted to a sizable newspaper list. 
During the current year, ATA ads 
have appeared in more than 100 
newspapers in 74 cities. 

In confirming the policy change, 
Mr. Belson said his group is go- 
ing back to magazines in hope of 
“a more even distribution of its 
message” in view of the money 
available. 


Sets $275,000 Ad Budget 


ATA advertising contemplated 
for 1948 totals approximately 
$275,000, he said. An equal amount 
will be available for other public 


relations work, including the) 


speakers’ bureau and _ industry 
safety work. 
ATA ads in mass circulation 


publications build up truck driv- 


‘ers as skilled professionals and 


substantial citizens, and link 
truckers with other transportation 
agencies as essential national busi- 
nesses. 

Present plans call for six black- 
and-white pages each in Collier’s, 
Life and The Saturday Evening 
Post. In addition, there will be 
up to 13 insertions each in a list of 
publications including American 


| Press, Architectural Forum, Busi- 


ness Week, Editor & Publisher, 
Engineering News - Record, Mod- 
ern Industry, Nation’s Agriculture, 
Publishers’ Auxiliary, Scholastic 
Magazines and Traffic World. 
Biow Company is ATA’s agency. 


Joins Copy Staff 


John S. McNamara has joined 
the copy staff of Brooke, Smith, 
French & Dorrance, Detroit. 
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187 in your home towa~—right ap your block—nray live 
R the driver of one af the trucks you often pass on the 
streets and highways. A family man. A taxpayer. A man with 

ding in your ity. 

For the #ypical truck driver owns his own home and a car... 
is raising a family . . . urying ta set aside enough fur a rainy 
day .. . and pus in regular hours on a job requiring great 
skill and experience. 

The men he works for are solid citizens, too. Small business 
men who are working together, ia the typical American 


..e-meet a solid — 


AMERICAN 
CITIZEN 


manner, for the welfare of your community. Maybe you know 
them. Men you met at luach or the lodge. Men who take 
pride in imdepeudent effort, 

These men are the trucking industry. They represent ocw 
business opportunities—new industries—new jobs in 
your home town! 


TYPICAL—Truck drivers, as well as the industry members they work for, are 
“solid citizens," the trucking industry emphasizes in this opener in a new na- 


tional magazine campaign 


. Biow Co. is the agency. 


Two Name Kiesewetter 


Glad Rag Products Corporation, 
New York, maker of Glad Rag 
polishing products, and Tudor 
Chemical Specialties, New York, 
manufacturer of Quickee waterless 
hand cleaner, have appointed 
Kiesewetter, Wetterau & Baker, 
New York, to handle their adver- 
tising. Glad Rag was previously 
handled by Craven & Hedrick, 
New York. 


Appoints Cunningham 

Jim Cunningham, formerly with 
Roy S. Durstine, Inc., New York, 
has joined the executive staff of 
Casmir Advertising Company, 
New York. 


Hunter-Gaby to Move 

Hunter-Gaby Studios, commer- 
cial art and photography service, 
will move Jan. 1 to 415 N. Dear- 
born St., Chicago. 


4 y . 


=== and you don’t have to dive for it! 


The Philippines— Pearl of the Orient—bought 
$400,000,000 worth of American goods in 1946, in 
spite of U. S. production shortages and export lim- 


itations. 

And the buying spree in the Philippine 
begun. Present buying is at a rate more th 
that of 1946! 


The Philippine market is effectively covered by the 
} ) 


ten Ramon Roces Publications, with a 
readership of over 2,000,000. 


#y “ 
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es an 


A $400 MILLION 
PEARL... 


per 
Be 


wa 


s has just 
an double 


combined 


"“RAM@nw BOCES KFPVUBLCICATIUN & * 


N 
ILANG-ILANG 


M A N | L A . P H | L | a a | 
Publishers of THE EVENING NEWS «+ LIWAYWAY « 
ALIWAN « PILIPINO KOMIKS « 


Each of the Ramon Roces Publications blankets a 
particular dialect sector—a specific income group— 
a determined intelligence level. Unequalled in the 
Islands’ publishing picture, this one group of publi- 
cations influences the reading, thinking, and buying 
habits of the best 2 million of the 18 million Filipinos. 

Here is a market ready to be tapped through the 
Ramon Roces Publications. You don’t have to dive 
for this unmatched pearl—just communicate with us. 


BANNAWAG «+ 
HILIGAYNON «+ DAIGDIG * THE WOMAN’S HOME JOURNAL 


E 5 


BISAYA 


$5 Billion Seen 
in Video Output 
in ‘Few Years’ 


BuFFALo — Television receiving 
sets and station equipment in the 
next few years will cost $5 bil- 
lion to produce and sell, Larry E. 
Gubb, chairman of thé board of 
Philco Corporation, told the Rotary 
Club here. 

He said that about 175,000 video 
sets will be made in 1947 and 
three times as many next year. 
About $200,000,000 will be spent 
ifor the sets next year, he pre- 
dicted. He pointed out that only 
5,437 television sets were pro- 
duced in the U. S. last January, 
against 23,693 in October. 

Mr. Gubb said that about one 
of four people in the nation is 
| within reach of one of the 18 tele- 
|vision stations now operating. He 
| predicted that high - frequency 
video relay links will be far less 
costly than video by coaxial cable. 


Food Brokers Elect 


Frank J. Kearney, A. E. Turner 
& Co., Philadelphia, has _ been 
elected president of the Philade!- 
phia Food Brokers Association. 
Other officers appointed are Fred- 
erick W. Chase, Chase Sales Com- 
pany, vice-president, and Paul RK. 
Woody, W. B. Bonstedt & Co., sec- 
retary-treasurer. 


Dannenbaum to WPEN 


Alexander W. Dannenbaum J'., 
formerly with Station WDAS, 
Philadelphia, has been named sa'&s 
manager of Station WPEN, Phi'a- 
delphia, recently taken over »Y 
the Sun Ray Drug Company. 


—— 


Don't bolster your sales quoto—Beo! i 
Use BSN where the cash customers °° 
looking for you. 
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Big Tax Suit 
Hits Kentucky 
Stations, Nets 


LOUISVILLE — Five broadcasting 
networks and 16 radio stations 
operating in Kentucky face suits 
for taxes totaling more than $1,- 
000,000 in actions instituted by the 
state in the Franklin Circuit 
Court. 

William H. Walden, Louisville 
attorney who entered the suits in 
the name of the state revenue de- 
partment, classified the networks 
and stations as “public service 
corporations” and thus subject to 
franchise and gross receipt taxes, 
such as are paid by electric, tele- 
phone and other utility companies. 

Named defendants in the suits 
and the amounts asked for the 
period of 1942-46 are: CBS, $231,- 
280; NBC, $270,458; Mutual, $70,- 
219; ABC, $127,172, and Keystone 
Broadcasting System, $44,961. 

Stations and amounts named in 
the suits are: WHAS, $147,612; 
WINN, $32,681; WAVE, $79,838; 


WGRC, $34,919; WCMI, $11,368; 
WLBJ, $8,286; WFKY, $860; 
WKAY, $865; WSON, $5,469; 


WHOP, $9,816; WKLX, $3,255; 
WHLN, $8,937; WLAP, $33,047; 
WOMI, $10,472; WPAD, $18,444, 
and WKYB, $121. 

Officials of the networks and 
stations expressed surprise over 
the suits. Their attorneys say 
that the statutes imposing a gross 
receipts tax on utility companies 
provides that the companies must 
collect it from their customers and 
account to the state for the total. 
If it is applied to radio stations it 
would be necessary for the sta- 
tions to collect it from advertisers. 


BBC Reorganizes 


Under Bottomley 


Lonpon—Air Marshal Sir Nor-| 
man Bottomley, deputy chief of) 
the air staff in 1941 and from 1943) 
to 1945, has been named director | 
of administration of the British | 
Broadcasting Corporation follow- | 
ing the formation of a new board | 
of management. 

Other appointments include: Sir 
Noel Ashbridge, former deputy | 
director-general, as_ director of | 
technical services; B. E. Nicolls, 
former senior controller, divdeter | 
of home services; Major Gen. Sir 
Ian Jacob, former head of Euro- 
pean services, director of overseas 
services. 

Named head of television to suc- | 
ceed Maurice Gorham, who re-| 
signed, was Norman Collins, for- | 
mer head of the light program di- | 
vision. Thomas Chalmers, Mr. 
Collins’ assistant, is serving as) 
acting head of the light program 
division. 


Mail Order Group Elects 


Walter F. Grueninger, business 
manager of Survey Associates, | 
Inc., has been elected president of 
the Hundred Million Club. Other 
officers elected are: Larry Chait, 
Wall Street Journal, and Gardiner | 
Gibbs, McGraw-Hill Publishing | 
Company, vice - presidents; Clara 
Bjorkman, Standard Oil Company 

New Jersey, secretary; and 
Helen Bulkley, Parents’ Institute, 
treasurer. 


| 
| 


Gets Diamond Account 


_ A. Edward Fisher & Co., New 
York, diamond importer and 
maker of Lovebright diamonds, 
‘aS named New Era Advertising, 
Saltimore, to direct its advertis- 
g. Newspaper mats, window and 
unter displays, car cards, direct 
Mail and radio will be used. The 
mpany will continue its adver- 
ing schedule in trade publica- 
‘ons and magazines for Love- 
oright, including Collier’s, Ladies’ 
“ome Journal, Life, Mademoiselle, 
‘cCall’s, New York Times Maga- 
le, The Saturday Evening Post 
d Woman’s Home Companion. 


Gets Shoe Account 


Field & Flint Company, Brock- 
ton, Mass., maker of Dr. Locke, 
Foot-Joy and Anatomik shoes, has 
appointed Horton-Noyes Com- 
pany, Providence, R. I., to handle 
its advertising. 


Appoints DeFilippes 
Morgenposten, a morning news- 
paper in Oslo, Norway, has ap- 
pointed N. DeFilippes Company, 
New York, as its exclusive adver- 
tising representative in the U. S. 


Television Sells 
for Supermarket 


The Big Ben Supermarket, 
Jackson Heights, New York City, 
reported that its business increased 
33% following a visit of John 
Reed King’s telecast ‘““Missus Goes | 
A-Shopping.” 

The WCBS-TV audience par- 
ticipation show originates from a 
different grocery store each week 
under the sponsorship of Man- 
hattan Soap Company, C. F. Muel- 


ler Company, B. T. Babbitt, Inc., 
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and Coburn Farm Products. Di-| sists of a keyboard and instruction 


rector of the program is Walter | records 
| be 


Ware of Duane Jones Company. 


Promotes New Typing 
Instruction Kit 


Electronics Corporation of 
America, New York, is using co- 
operative dealer advertisements 
and direct mail to promote the 
new Tuch-Rite self-teaching typ- 
ing system, developed and pat- 
ented by Dr. Philip Gross. 

Promotion of the kit, which con- 


and sells for $9.95, will 
increased as distribution in- 
creases. Ray-Hirsch Company, 
New York, is the agency. 


NOW OVER 


90,000 


CIRCULATION (current averasce) 
ST. JOSEPH NEWS-PRESS 
St. Joseph Ouzette 


Source: ‘Leading National Advertisers,” July 1947. 
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A. 27th Year of Creative Lithographic Leadership 


F* MANY YEARS it has been our privilege to work close| 
with our friends at Yale and Towne in Stamford, Conn 
on fine window displays — supplying ideas, originality in co 


struction, the best in art work, exceptional engravings an 


lithography and careful mounting. During the war, Yale an 


? Towne devoted its entire effort to war manufacturing, but dus 
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ME~-SCHOOL~ : TUBULAR 
__aWOME-ScHOOL-OFFICE-FACTORY 


Palmer Feature—The famous Palmer “Golden Spiderweb” is used on this 
main center piece. The oval gold foil pushes forward to attract the light 
from all angles. The whole oval card lifts away from the main piece for 
later use as a permanent hanger inside the store. 


RAWSIAN DESIGN 
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Tubular > 
LOCKS 


YALE 


can do for 


contact US. 


PAL 


Palmer Feature—This is the Palmer two-side Post-and-Panel Display for 
counters and windows. This one is fitted with an actual lock permitting the 
customer to try the product in the store. Interchangeable cards are furnished —_— — ' 
to advertise various locks. This type display in a large size is visible both 


from the street and from the store in the modern style open back windows. 
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loself were even then planning their great post-war merchandising 
Sonng = and advertising campaigns, and month after month we worked 
n conf together —- and waited. With their various new inventions a 
s ang confidential handling is necessary, and we are proud to sit in 
le ans their advertising meetings with their Sales Managers, their 
it dul brilliant advertising agency, James Thomas Chirurg Company, 


._Thell and their Public Relations Counsels. 


ZIPLOCK-Grealer Security 
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...What we are doing for Yale and Towne we 
for ® or three additional Ierge national accounts— provided 
not Gnpete with our present list of regular clients. And so we in- 
verti#§ executives, either manufacturers or advertising agents, to 


us. Vi Create complete display campaigns that sell merchandise. 


LAER ASSOCIATES 


st 48d Street New York 17, N. Y. 


‘Most Convenient 


Springlatch Ewer Made 


1 CAN UNLOCK 
» MY DOOR WITH 


OWE HAND ‘ AUTOMATIC 
, FOOL PROOF 
DEADLATCH 


AUTOMATIC 


DEADLATCH *«: ase , DEADLATCH + « 


It Works Automatically’ ‘ Oke Bxtre Throw By Knok or Key 


SPECIAL OFFER: 


You can buy 10,000 exceptionally fine Window Display Sets 
for approximately $2.50 each. We do it all—original ideas, 
finest art work, best 8-10 color lithography, top quality mount- 
ing. (Smaller quantities naturally at a higher unit rate.) No 
finer lithographic displays are made. We take the mystery out 
of lithography and make it easy to buy. 
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Palmer Associates AA 12.15. 47 
51 East 42nd Street 
New York 17, N. Y. 


We are interested in your special offer and your kind of service. 
Please submit full particulars. 


Name Cian aneud ‘aa Title 
Company.................... 
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| “kitty.” 


K-F Keeps Lines Moving > 
by Selling Worker Morale 


‘Get Stuff, Get It Out’ 
Policies Put Fledgling 
Fourth in Car Sales 


By LAWRENCE M. HUGHES 


WILLow Run, Micu.—This week, 
in time for Christmas shopping, 
the “Tally Cat” will distribute 
$650,889 in bonuses for production 
to eligible employes of Kaiser- 
Frazer Corporation. 

A cat figure near time clocks in 
the Willow Run plant has been 
kept quite busy recording, day 
after day, the amount of money 
employes have built up in their 
Unique in the motor car 
industry, the fund is part of the 
company’s agreement with Local 
142 UAW-CIO under which the 
company sets aside for this Se- 


curity Trust Fund $5 for each car 


shipped from the plant. 

Employes share in proportion to 
number of shifts worked during 
each annual fund-building period. 
But an employe (1) must have 
been on the payroll for 90 days 
preceding annual closing date of 
fund; (2) must not have been ab- 
sent from work without due cause 
for more than 10% of time sched- 
uled, and (3) must not have taken 
part in any unauthorized strike or 
work stoppage. 


Bonus Averages $66 


Of about 14,000 workers now 
at Willow Run, about 11,000 will 
share in the current fund. (Among 
them are salaried office workers 
who are UAW members.) The 
average bonus payment is about 


$66. 


The 1947 trust fund year ended 
the last week of November. The 
1948 fund already totals more 
than $50,000. 

Kaiser-Frazer Corporation will 
build about 150,000 cars in this 
first full calendar year of produc- 
tion because of an extraordinary 
ability to develop sources of ma- 
terials, production methods and 
organization morale. 


Marks First Year 


It stems from Edgar F. Kaiser, 
who next month will observe his 
first anniversary as vice-president 


use in Fords and Chevrolets” as- 
sembled on the West Coast, major 
steel companies in the East and 
Midwest will furnish steel only to 
customers who had orders on their 
books in 1940 and 1941. 


Dug Down for Capital 


K-F was able to get steel, Henry 
Kaiser added, chiefly because it 
furnished 25% of capital neces- 
sary to buy the Portsmouth Steel 
Plant, a new company, at Ports- 
mouth, O.; purchased outright a 
second steel plant, at Indianapolis, 
and got certain products (at pro- 
hibitive freight rates) from Fon- 
tana. 

Other Kaiser companies, he ex- 
plained, had to endorse loans to 
K-F to provide capital for these 
steel plants. And he asked Con- 
gress if “small business men... 
should be compelled to tie up their 
capital in the steel requirements 
of the nation?” 

At the same time, however, he 
praised ‘certain steel companies 
which had the courage” to meet 
some of K-F’s requirements. 

Today, K-F is reported to be 
relatively better, steelwise, than 
some of its big competitors. But 
to accomplish this the company, 
among other things, has had to 
trade two tons of pig iron for 
/each ton of finished steel. 


Kaiser-Frazer been able to move 
ahead of long-established inde- 
pendents in production and sales?” 
Edgar Kaiser gave 10 reasons. 

Several had to do with the “car” 
itself; its new style, and resale 
value; its drive, including ease of 
handling, strength and safety, and 
specifically such factors as all- 
welded body, weight distribution 
and long “mileage life.” And 
therefore its all-around value. 

The others: 

“1. We got the materials to get 
the cars built. While other manu- 
facturers, for example, depended 
on the steel industry’s promises 
that conditions would ‘ease up,’ 
we guessed that the situation 
wouldn’t improve. We went out 
and got control of steel facilities. 


Kept Machine Going 


“2. Because we’ve been able to 
get materials, we’ve kept our 
workers and dealers going. 

“3. We've done a production job 
at Willow Run. 

“4. Our greatest asset has been 
some 200 ‘boys’ who have worked | 
together for years in the Kaiser 
organization. They didn’t know 
motor cars, but they have learned 
how to get things done. Joe Frazer | : : 
thought we were crazy to bring | One of the simpler trades in- 
in dam builders and _ shipyard | volved K-F and Jos. T. Ryerson & 


= F |Son, Inc., a subsidiary of Inland 
a Gases beads 7 | Steel. The widest sheet made by 
we’re working as a team now—)} 
and a pretty good team. 

“5. We get along with unions. | 
Our supervision doesn’t tackle a_/| 
gripe from the angle that a union | 
must be wrong before we know | 
what the problem is. We believe | 
that lack of efficiency—and we) 
have lack of efficiency—is our) 
fault, not labor’s fault. 


Makes Trade with Ryerson 


Offer Advancement 


“6. We’re providing not only 
jobs but opportunities for ad- 
vancement. 

“7. Above all, I think we've 
grown—and will continue to grow 
—because we’re open-minded and 


plant in California “is manufac- | 
turing steel in great quantities for | 
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HOLIDAY TOUR—On a Thanksgiving Day tour of the big Willow Run plant 
are, left to right: Edgar F. Kaiser, his mother, Henry Kaiser Jr. and Henry J. 
Kaiser. Edgar's parents and brother were his holiday guests. 


day, three Kaiser and Frazer cars 
are rolling every two minutes from 
two parallel body building, paint, 
trim, chassis and final assembly 
lines totaling nearly four miles in 
length. Serving them are 18 miles 
of floor and overhead convey- 
ors... The K-F people boast that 
“Willow Run is the only automo- 


sources. 

With 50 expediters busy flying 
around to sources in K-F’s Beech- | 
craft, A-26 and DC-3 planes—and | 
even flying stuff back—the supply 
situation is easier. But the red- 
bordered “dangerous _ shortage” 
sheets of parts which must be de- 
livered within 24 hours to keep 


| 


resourceful and flexible. We've 
|had to be flexible. Necessity has 
|seen to that. But I hope we’ve 
|shown some foresight too.” 

To get parts and materials at 
a time when even great General 


K-F CHIEF—Edgar F. Kaiser, Henry 
Kaiser's elder son, is vice-president and 
general manager of the Kaiser-Frazer 
Corp., and a driving force in its effort 
to line up adequate sources of supply. 


|make “Zenith” radios for its cars.|. . 


bile plant in which all operations,” 
from forming body panels on 27 
| sreat presses to loading as many 
.as 76 freight cars, “take place on 
one floor and under one roof.” 

Operations are expanding to the 
balconies now. Soon other build- 
ings will be needed. Last month, 
Willow Run went on second shift, 
to prepare for doubled output, to 
329,000, in 1948. 


Improving Methods 


production lines moving, still list 
'a half dozen things daily. 


Has Five-Day Supply 


| As of 4 a.m. on a recent day the | 
| sheet listed rear deck panel rein- 
|forcements, cowl panels, seat 
frames, triplex screw bolts, bump- 
ers and seals. . . One item was due 
‘at Willow Run by K-F truck that 
/noon; another was to be unpacked 
'that morning from New York Cen- 
| tral Car No. 208,997. . . | 
| Willow Run keeps on hand a| Edgar Kaiser and his “boys” not 
five-day supply of finished mate-|only are learning to build cars 
rials. Three hundred to 500 bodies, | better but to save motions and 
3,000 motors are ready in “stor-| materials in the process. 
age banks.” They feel that they have mas- 
K-F’s necessity has stimulated | tered conventional car-building 
‘other people’s invention. Zenith |methods. . . To those people who 
started to make K-F car radios|said, a few months ago, that 
but the car production rose so/|Kaiser-Frazer never could pro- 
rapidly that Zenith, with a lot of duce cars, it would be revealing 
/other demands to meet, begged off.| to walk through Willow Run and 
‘So K-F got General Electric to | see these motor cars take shape 
. each engine meeting its chassis 
These are said to be the first car| with preordered precision, each 
radios G-E ever has produced. |car being painted the precise 
K-F, Ford Trade, Too horizon blue or hickory-brown- 
|and-doeskin prescribed by some 
And necessity has made some|/ waiting buyer in Pendleton or 


and general manager of K-F, and 
from such top executives as Vice-|—and are—strapped for lack of 
Presidents Clay P. Bedford, manu- | them, the K-F people literally have 
facturing, and Michael Miller, en-| scoured the world. (They turned 
gineering; from John L. Hallett, | up 900 tons of copper from one 
factory manager; Dean Hammond, | “vendor” or supplier in the Phil- 
chief engineer, and E. F. Lord, di-|ippines and a supply of zinc from 


Motors, Chrysler and Ford were | 


|tomers, Ryerson agreed to get an pooling still was prevalent. 
‘equivalent amount of wide sheet|keep its lines moving Ford, for 


Portsmouth is 52 inches but K-F strange motor car bedfellows. Dur- 
cars need several sheets wider|ing the war little and big pro- 
than this. For 1,250 tons of sheet| ducers pooled talent, facilities and 


a month from Portsmouth, which | materials. Friendships developed. | 


Ryerson could use for its own cus-| When K-F arrived on the scene, 
To 


Pensacola, each inspected and re- 
inspected under a rigid quality 
‘control plan... 

The K-F crowd are getting 
‘ready to graduate to the really 
|\low cost big cars of tomorrow. 


rector of purchases. 


'a battery maker in Siam.) They 


Builder of pipelines, dams and|have taken over and revitalized 


boats, 


39-year-old Edgar Kaiser|old firms; 


needled and re- 


has taken motor cars in his stride. | tooled hundreds of suppliers; gone 
Henry J. Kaiser, his father, and|in for infinitely complicated swap- 
Joseph W. Frazer may have more | ping of materials. 


to say about what should be done, | 


Ad 
Clay P. Bedford 


Michael Miller 


but Edgar and his “boys” at Wil- 
low Run have the job of getting 
it done. 

I finally caught up with him in 
his big, brown-paneled office at 
the plant at the end of another 
hard-driving day. He told his 
wife over the phone that he 
wouldn’t be home for dinner. And 
I wondered how many times in 
this eventful year he had dined 
at home. 

To the has 


question, “Why 


Takes Problem to Congress 


. And to get to the bottom of the 


steel - shortage situation, Henry 


=| Kaiser has even called the U. S. 


Congress on the carpet. 

Two-thirds of the 3,400-pound 
weight of the Kaiser and Frazer 
cars is steel. K-F has been plagued 
by the lack of it. Mike Miller 
told AA that “for the 150,000 cars 
being produced in 1947 we won't 
receive more than 1,000 tons from 
established steel companies.” K-F 
has more than doubled its own 
steel output in the past year, but 
its operations have grown so fast 
that the amount obtained from 
suppliers has more than quad- 
rupled. 

In a radio talk last August (just 
after he had appeared “before an- 
other investigating committee” in 
Washington) Henry Kaiser urged 
Congress to make “the greatest 
steel investigation . .. ever held 
in America.” He pointed out that 
although the Kaiser Fontana steel 


from Inland, turning over this 
sheet to K-F. 

Fontana will serve K-F’s south- 
ern California assembly division, 
which will open in Long Beach 
next spring. 

To “spread” available steel, K-F 


has begun to use aluminum gas 


tanks (from Kaiser’s Permanente 


'Metals) and may use aluminum 


mufflers. Stainless clad may be 
adopted for bumpers, front grilles, 
hub caps, etc., and this, it was 
explained, also will “improve the 
product.” 


Assures Half of Output 


Off the record, at the time, 
Edgar Kaiser told AA about a 
pending pig iron coup. A $30,- 


000,000 war baby pig iron plant 


at Dangerfield, Tex., was getting | 
going again and was expected to| 


reach peak production next March. 
Both K-F and Ford went down 
for pig iron. But K-F this month 
invested $500,000 in the plant, and 
will get 8% of its output. 

In addition to tooling its own 
supply divisions, such as Detroit 
Engine and Dowagiac Foundry, 
K-F is spending $9,000,000 to tool 
“vendors.” For most parts it in- 
tends to have two and often three 


Keep Morale High 
More important to K-F’s record 


instance, has used K-F steel and 
|K-F has been glad to get Ford 


copper. than even materials and produc- 
| Probably the lions and _ the tion methods has been morale. 

lambs will get along all right... Actually, I didn’t see Henry 
j/until materials become “easier’’|Kaiser or Joe Frazer or Edgar 
'. . . or until that buyer’s market! Kaiser on the Wiliow Run line. 
materializes. But I heard stories about ther: 


| 


At the 100,000th car celebration 
last September 25, 2,000 workers 
pushed through to get Henry and 
Joe to autograph their special 
white paper hats. After the 
CIO convention in Atlantic City 
last month, heads of Local !+44 
dropped in at Joe Frazer’s New 
York office for a few drinks. 
The workers agree with He! 
Kaiser’s belief in the need 
workers’ housing developmé 
and hospital facilities. 


At any rate, while larger com- 
|panies report that they still can 
meet only about one-fourth of 
their car orders, K-F has been 
able to survive and to grow by 
|keeping its lines moving and its 
_dealers reasonably well supplied. 
| Its current backlog of orders prob- 
|ably is not more than 20,000 cars, | 
or one month’s output. 

To get production lines started 
at all was no mean miracle. 


Plant Half Occupied 


nats . 


Even left-wing UAW lead¢rs 

When K-F moved into the Wil-| have called K-F “enlightened a4 
low Run bomber plant, in No-| humanitarian.” And the only gripe 
vember, 1945, about half of the I heard was “too much patern:!- 


3,000,000 square feet of manufac- 
turing space was occupied by sur- 
plus war production machinery 
and the other half empty. 
Engineers first made a 36-foot 
scale model of the main L-shaped 
plant. This balsa wood layout 
| showed the location of each equip- 
ment item to be installed. .. To- 


ism.” 
‘Opportunities’ Unique 


The bonus system at K-F '5 
unique, and so also are the “0op- 
portunities.” But there have bee" 
other factors of leadership wh 
have taken these thousands of r°- 
cruits and welded them into 4 
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Ft being done at Willow Rum ! 


KAISER-FRAZER 
NEEDS, AT ONCE- 


DISTRICT MANAGERS AND 
FIELD SERVICE MEN 


Here is your great opportunity! These are permanent, 
highly-paid, responsible positions with the fourth 
largest manufacturer of automobiles in the world 
and the fastest growing organization in the industry! 
Kaiser-Frazer now has more than 95,000 owners! 


Experienced Men are Wanted 


HELP WANTED—Kaiser-Frazer is using 

business paper copy like this to enroll 

district managers and field service men 
for its fast-growing organization. 


skillful and loyal team. 

Edgar Kaiser is godawful proud 
of the “‘sunshine boys’—engineers, 
expediters and hundreds of others 
—who followed him here from the 
Coast. 

But most of the rest of Willow 
Run’s 14,000 were strangers—and 
youngsters. Their average age is 
in the upper 20’s. About 40% of 
them are war veterans. Some 
worked with other motor makers 
before Pearl Harbor, and some 
came over from GM, Chrysler and 
Ford a year ago, when these big 
companies were paralyzed by long 
strikes. And some came over since 
because they thought K-F was a 
good outfit with which to work 
and grow. 


Has Long-Term Contract 


Kaiser-Frazer was able to get 
going because it learned early how 
to get along with UAW. Its only 
strikes were wildcat and K-F 
ended them by seeing that the 
union disciplined the instigators. 
A new contract with Local -142 
was signed last June 9. It covers 
the period up to May 1, 1949, and 
bears a provision for reopening 
wage talks after May 1, 1948. 

In 17 months K-F’s growth has 
created directly 17,000 jobs—not | 
counting the scores of thousands 
of jobs created at suppliers, deal- 
ers and elsewhere. 

It has also created hundreds of 
“better” jobs. Of 750 men thus 
far named foremen or general 
foremen at Willow Run, 559 were | 
promoted from the ranks of hourly 
workers. Of the 750, 679 are still 
on the payroll. Of the 559, 481) 
were promoted to foremen, 60 to 
general foremen, 16 to assistant 
superintendent, and two to super- 
intendent. 


‘Wants to Work’ 


Edgar Kaiser believes that “the 
average human being wants to 
work. He wants to feel that he 
has earned a day’s pay.” 

But he’d like to do so under 
fairly decent conditions. 

Willow Run is clean, as motor 
car factories go, but plenty noisy 
and, to me, bewildering. Grind- 
ing, hammering, booming; the 
Swing of chains and conveyors; 
the rush of hundreds of vehicles 
moving things hither and yon. 
One which passed me as I ap- 
proached the hospital in the plant 
was a white ambulance... 

Dr. Clifford H. Keene, medical 
Cirector, said that Willow Run’s 

ident rate is 40% below the 

lustry’s average. “It’s a new 
int, with new machinery and 
ety devices,’ he explained. 
he air is fresh. We've no 
uble with lead poisoning or 
cosis. A union - management 
ety committee investigates all 
nplaints. The company allows 
‘000 man-hours of work each 
mth to see that each of the 
nmittee’s recommendations is 
Curried out.” 
K-F also has an industrial hy- 


| 


giene council. 

The hospital treats 15,000 cases 
a month. Fifty per cent of them, 
however, are “non - industrial.’ 
Workers come for everything from 
colds to indigestion. “We encour- 
age them to come, even for minor 
ailments,” Dr. Keene added. “But 
on the other hand we try to get 
injured or really ill people back 
to work as soon as possible. They 
worry less, and get well faster, 
when they’re working and earn- 
ing.” 


Morale is based on information | workers on the length of women’s 


and entertainment. 


‘skirts. The 100,000th car celebra- 


A public address system, carry-| tion, last September, got special 


ing news, talks 


and music 


emphasis, with pictures of Henry 


throughout the plant, will start} and Joe with the workers. 


operating Jan. 1. 


only on _ production, sales 


profit progress, 
baseball 


contests between 


“K-F News| Cheesecake abounds. . . 
Parade,” a tabloid picture news- 
paper for employes, reports not 
and 
but covers such 
events as the Family Day picnic, 
the 
“Kaisers” and the “Frazers,’ and 
the opinions of men and women 


wise talented among the workers, 
including the K-F “Singing Sen- 
tinels,” a male quartet, who have 
been featured on the air. 

Morale is aided by beauty and 
comfort. Henry Kaiser has long 
demonstrated that factory envir- 


43 


|onment need not be ugly. Trees 
and flowers and grass have be- 
'gun to grow around Willow Run, 


‘but some of this improvement 


The com- | 
pany emphasizes also the other-| 


f 
| SIMPSON-REILLY, LTD. 
| Publishers Representatives 


SINCE 1928 
SAN FRANCISCO LOS ANGELES 
\ RUSS BLDG. GARFIELD BLDG. 


EXTRA REACH 
GETS EXTRA RESULTS! 


KXOK ALONE DELIVERS OVER *22.1% OF THE 
LISTENING AUDIENCE ‘‘MORNING « NOON « NIGHT’’ IN THE THIRTY 


COUNTIES SURROUNDING ST. LOUIS 


Bless that clear signal at 630 on the dial... it packs a 
punch that puts profits in your pocket! ...a coverage 
wallop that BMB describes as 115 counties daytime, 
98 counties nighttime. KXOK has surveyed 30 of these 
prosperous counties ... the lush area within a hundred 
miles of St. Louis ... and found 22.1% of the listeners 
tuned to 630 on the dial. Bless that clear signal. 

These counties are all in the heavy-weight class and 
add a million additional spenders to the million 

and a quarter St. Louisans in KXOK’s “home market.” 
Compare K XOK’s long reach and low rates... 


and you'll agree that KXOK is the favorite with advertisers 
marketing in the St. Louis area. Bless that 
clear signal at 630 on the dial. 


Based on a comprehensive coincidental survey in thirty counties 


Qo 


surrounding St. Louis. Over 109,000 calls were completed by 
Edward G. Doody and Co, Ask your John Blair Man about this 
revealing survey .. . offices conveniently located in New York, 
Chicago, Detroit, St. Louis, Los Angeles and San Francisco. 


ST. LOUIS 1, MO. « CHESTNUT 3700 
630 KC + 5000 WATTS « FULL TIME 


Owned and Operated by the St. Louis Star-Times 
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4 
ust await erection of other 
uildings. A 25-acre park has 


een acquired nearby. The West-| 
rillow housing project for work- | 


rs continues to expand... 


down to rest. Most of them looked | count plan. . . 


over their tools and got things | 


ready to resume. The bonus plan 
and the “upgrading” are partly 
responsible. About 2,000 of 


| Willow Run’s 14,000 workers al- 


But K-F employes, like the 
|/management, aren’t perfect. Be- 
|ing young, and often _ skittish, 
'some of them are hard to handle. 
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Tea Bureau Starts 
$500,000 Research 


Crosley Appoints Four 


Arthur E. Wood, regionai serv- 
ice manager, technical supervisor 
and supervisor of service part sales, 
has been named merchandise man- 


Morale is pride in workman-| |. . . Then there was the problem ager of the refrigeration section 

nip. . . When the line stopped|ready have bought Kaiser and/|of 20% absenteeism one day last of the Crosley division of Avco 
nce on my visit, few workers sat| Frazer cars under a 10% cash dis-|month. It happened to be the | . ° Mfg. Corporation, Cincinnati. Ellis ve 
opening of Michigan’s deer-hunt- | 0 § n | @ y L. Redden, formerly with the 000 
Hn * ing season. The pheasant and fish- | ’ el gy ol 5 A ag, thei nha < 
ried — created similar prob- New York—The Tea Bureau is manager of sales pr ometion and oil 
= fyi! . getting under way a three-pronged | training of Crosley. Joseph A. bef 
" By and large, however—as|research and promotion program, | Schulte, formerly production man- frei 
Henry Kaiser and Joe Frazer| working from a reported budget of|ager of Associated Advertising pars 


agreed in that recent newspaper 
ad—things are getting done at 


HEAT’ IS READ BY AN AVERAGE 
OF 3 (plus) PERSONS IN THE OIL- 
HEATING AND FUELOIL BUSINESS 


A Great Advertising Medium in a Great Market 


,ATING PUBLISHERS, Inc. + 232 Madison Avenue, New York 16, N. Y. 
| 


LE 2-4566 


$500,000. 
The bureau’s program calls for: 


Agency, has been named advertis- 
ing production supervisor, and 


, | Willow Run. (1) Research on market and con-| Paul A. a & —— andl 
. leading ——— sumer tastes; (2) a public infor=|{isiné and public relations, has ff spy 
750 Stations Renew mation program, stressing schools |rejations and publicity of Crosley. oth 
Contracts with BMI [and enpleving » mation picture — ny 
‘signed. nine-year. renewal pacts | it in stimulating the trade. Appoints Southwick a 
a rt 'with Broadcast Music, Inc., effec-| In prewar days, the Tea Bureau! Gilbert G. Southwick, formerly frei 
'tive March 11, 1950. The contracts,| used to operate on a $1,000,000 manager of food advertising of was 
| affecting outlets doing approxi-| budget, much of which went into| Seventeen, has been named adver- exp 
° |mately 70% of the total dollar|consumer advertising through) tising director of Lev Gleason 1 
d H rectors volume SS See oe William Esty & Co., still the bu- PBivwenon sscggge Poste York. He em out 
/were in direct response to a re- , supervise advertisin romotion 
quest for extended agreements |'~*" § aemey G reser. aaa market research a hoe as di- to 
| from BMI’s president, Carl Haver- | No Consumer Copy rect advertising sales of Reader’s 1.4 
lin. Mr. Haverlin explained the Scope and the Lev Gleason Comic equ 
aj request as a move to put BMI “‘on But for the present at least— | Group. sor 
rely on.. a fair competitive basis” with| despite the fact that the annual —_—_——_——_ Pri 
— which has long-term con- per capita consumption of tea in Elects Kennedy, Kies hea 
the U. S. has dipped to .55 pound, , are 
ES ae an all-time low—there will be no Leo Kennedy, copy chief, and for 
W -Ri S $75 000 fees Jack Kies, director of the art de- 
ear-Hite Sets ‘ consumer advertising. partment, have been elected vice- goo 
for Mar-Gro Bra api Ma bureau Font presidents of Needham, Louis & L 
e _Ri ‘ seem to be unduly exercised about| Brorby, Chicago agency. wel 
onsen-Chicago Psi nny Ba pel proms dt 5 figure—it averages per ves’ 
mately $75,000 in 1948 on news- | Capita consumption over a num- | cou 
paper and transportation advertis- | ll of years, 1 io figure in-| creé 
ing for its Mar-Gro bra. Begin-| cludes some o e war years| licit 
typographers alae in January, advertising ‘will | when imports were running at 
appear in the magazine sections | 50% and 75% of prewar. The bu-| Pp 
of the New York Mirror, New \reau believes that tea consump-| a 
22 East Illinois Street York News and the a Globe |tion has risen considerably, but | Pe: 
agg Pains and purface sas | the only available figure is the .55| J 
Jersey. The agency is Lawrence Pound per capita. — cow. 
Monsen - Los Angeles * 928 S. Figueroa Street Boles Hicks, Inc., New York. Behind its decision to pass up| Cra 
consumer advertising is a disturb- | Don 
ing fact: World tea demand out- | coul 
|strips current production by 25%. | te 
. art 
Before the war, tea was imported Ger 
i |from the following sources, in or- as | 
‘der of their importance: India, | writ 
ft an , 'Ceylon, Java-Sumatra, and Japan | tT 
uo every co 'and Formosa. The bureau expects | to 
. : |to receive a small amount from | Geo 
PS a Japan and Formosa in 1948, and Rac 
i |perhaps a little from Java-Su- pve 
| matra. ture 
U. S. Second rp 
| The U. S. ranks second only to) ye 
«@ the United Kingdom as an im- | ry 
|porter of tea, and has certain ad- | 
| vantages in consumption—tea is Ap 
| rationed in England. Accordingly, S: 
ithe Tea Bureau thinks it unwise) asx your - 
'to embark on a campaign of ad- a 
vertising designed to boost im-) THESE ee. ewer: a 
mediate sales, since there is a e 
shortage, and—by inference—| @ SUPERIOR ILLUSTRATION BOARD al 
since Britain is still a major fac- | . The flawless white drawing quai 
Revealed by personal tor in the world tea business. Tea work. Superior’ famed 100% Setk 
‘ ; /prices stuck close to OPA ceilings | Ry Be pap join 
face-to-face interviews ‘until mid-1947, and have since’ seasoned double thick board soci: 
conducted in 21 cities advanced 12 to 20 cents a pound. apahoon are a ven 
by FACT FINDERS But the international considera- | prvagpeton sem Op 
tions which constrain the Tea Bu- | aniiend uimesth éattecs for . 
Peas ; - ee ASSOCIATES, Inc.: reau have no parallel on its com-| @ pen and ink that will take Fi 
: ; ss gil : sl — 22x30 the finest cross hatched lines proc 
< - i petition. The Coffee Advertising | $ .90 sheet without feathering or pick-up mot 
Council, through Federal Adver- | * $10.00 Benen = os pressed Surface (C?.) cinn 
EA H 44 UVUELOIL OIL |tising Agency, is banging away at dana —Has sufficient texture to buil 
OPY OF F & a brisk clip, using magazines| Sabet — gadean bas apes ton oom luet 
and Nancy Sasser’s column, and| @ $17.50 Dozen _—for pen and ink. onan 


(minimum mail order 
1 dozen sheets) 


@ MARSH BRISTOL BOARD 


Has an in-between surface 
that is neither kid nor 
smooth but is just right for 
pen and ink work. 


SIZE: 22x30—3 ply only 


talking about the “Good things | 
that happen over coffee.” 

The only other hot drink com- 
petitor — omitting General Foods’ | 
Postum—is cocoa. The Associa- | 
tion of Cocoa and Chocolate Man- 


a Per Sheet... cece $ .40 
ufacturers of the United States —........3éin 
Pkg. of 50 $15.00 


has never had a cooperative cam- 
paign, and is not reported to be 
considering one. It confines itself 
to public information and to trade 
stimulation. 


(minimum mail order 


1 dozen sheets an 
aon 


Butler Appoints Two 


Carl V. Haecker, formerly as- 
sistant director of sales promotion 
of W. T. Grant Company, New 
York, has been appointed sales 
promotion manager of Butler 
Brothers, Chicago, effective Jan. 
5. L. J. Dieber, sales promotion 
manager, has been named general 
sales manager, succeeding L. R. 
Maxwell, who has resigned. 


Arwur Brown s oxo, inc. 
67 West 44th St., New York 18, N. Y. e 
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IH Spring Price 
Cuts Wiped Out 
as Prices Rise 


Cuicaco — International Har- 
vester trimmed its prices $20,- 
000,000 last March. Now that has 
all been wiped out, and more. 

A new 5% increase brings its 
prices 2% higher than they were 
before March. Higher prices, 
freight rates and wages have 
caused the reversal. 

President John L. McCaffrey 
said it had looked for a while last 
spring as though the lower prices 
would hold and save farmers and 
other customers about $20,000,000 
a year. But he said iron and steel 
prices rose 11% since then, metals 
and metal product prices rose 8%, 
freight rates increased 10% and 
wage increases were more than 
expected. 

The new increase is spread un- | 
evenly over farm tractors (up 6.4 
to 12.8%); farm implements (up 
1.4 to 19.8%); industrial power 
equipment (up 4.1 to 19.3%), and 
some trucks (up 1.9 to 4.9%). 
Prices of the Farmall Cub tractor, 
heavy trucks and cotton picker 
are not being increased. IH profits | 
for the 1947 fiscal year will be 
good, it was said. 

Last spring the price reductions | 
were advertised widely by Har-| 
vester—in 170 cities and 4,000 
country weeklies. The price in-| 
creases will not receive such pub- 
licity. 


Paulson-Gerlach Adds 


Personnel and Accounts 


John B. Birdsall, formerly ac- 
count executive and copywriter of 
Cramer - Krasselt Company, and 
Donald E. Thorpe, formerly ac- 
count executive of two of the six 
divisions of C. G. Conn Ltd., Elk- | 
hart, Ind., have joined Paulson- 
Gerlach & Associates, Milwaukee, | 
as account executives and copy-| 
writers. 

The agency has been appointed | 
to handle the advertising of | 
George Gorton Machine Company, | 
Racine, manufacturer of machine | 
tools and accessories; KRT Mfg. | 
Company, Milwaukee, manufac- | 
turer of self-winding electric cord | 
reels, and Modern Equipment | 
Company, Port Washington, Wis., 
manufacturer of mechanized foun-| 
dry equipment. 


Appoints Samuel Pace 


Samuel C. Pace, formerly re- 
gional director of public relations 
of American Airlines in Dallas, 
has been appointed assistant to 
the president, for public relations, 
of the St. Louis-San Francisco 
Railway Company, with head- 
quarters in St. Louis. He succeeds 
Seth H. Moseley II, who has 
joined the American Transit As- 
sociation, New York. 


Opens Cincinnati Office 


Films for Industry, New York, 
producer of industrially sponsored 
motion pictures, has opened Cin-| 


cinnati offices in the Enquirer! 
building, with Samuel Beall, pro- | 
duction supervisor, in charge. 


. . in the Lyndon report 
‘overing the advertising business 
ess... January- June, 1947 
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3 Join Hosler Agency 


Charles C. Cartwright has joined 
Lyle Hosler Advertising, Peoria, 
Ill, as an account executive. 
Douglas S. Palmer, formerly copy 
chief of the advertising depart- 
ment of John Wiley & Sons, pub- 
lisher, New York, has been ap- 
pointed copy chief of the agency, 
and Robert O. Jones has joined 
the agency as copywriter. 


AANR Unit Elects 


The Philadelphia chapter of the 
American Association of Newspa- 
per Representatives has elected 


John F. Skelly Jr. of George A. | 
McDevitt Company, president. | 


Other officers elected are Ralph H. 
Steen, DeLisser, Inc., vice-presi- 
dent, and Walter H. Roselle, Mo- 
loney, Regan & Schmitt, Inc., 
secretary and treasurer. 


Old Gold Renews 
Baseball Games 


New YorK—P. Lorillard Com- 


|pany, via Lennen & Mitchell, has 
|signed to sponsor broadcasts of 


next season’s baseball games for 
four top teams. 

For the seventh consecutive 
year, Old Gold will pay the bill 
for the Brooklyn Dodger contests 


‘over WHN, New York. Red Bar- 


ber and Connie Desmond will 
share the microphone chores for 
these games. 


4 


WJJD, Chicago, is shared with the! dent, has resigned to become sta 


Walgreen Drug Company. 

Also to be broadcast by Old 
‘Gold are the Atlanta Crackers’ 
diamond appearances over WBGE, 
Atlanta, with Ernie Harwell at 
the mike. 


WOXR and WQOXO Name 


Norman McGee V.P. 


Norman S. McGee has _ been 
named vice-president in charge of 
sales of WQXR and WQXQ, New 
York Times stations. He succeeds 
Hugh K. Boice, who remains vice- 


In Chicago, Lorillard will air| president of the stations with gen- 


the Cubs’ schedule over WIND 
with Bert Wilson as announcer. 
Sponsorship of this series, as well 


/eral executive duties. Mr. McGee 

previously was director of sales. 
John S. Hayes, WQXR station 

manager and assistant to Elliott 


as the White Sox games over|M. Sanger, executive vice-presi- 


tion manager of WINX, Wash 


|ington. There will be no replace 
ment for the station manage 
position. 
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Filling an even greater need for retailers in 1948! 


America’s home furnishings retailers today 


continue to prove the far-sighted wisdom of 
E. W. Fairchild, who founded the Fairchild 
Publications in 1890. Today, their business 


volume is at an all-time high. And so is their 


need for fast and complete business news! 


They demand a steady stream of trade infor- 


mation to guide them in their daily business 


lifé. They know that keeping promptly posted 


on business news and ideas makes a dollars- 


and-cents difference in today’s —and tomor- 


row’s — stepped-up retail operations. 


RETAILING HOME FURNISHINGS «* A Fairchild Publication * 8 East 13th St. 


There’s only one publication 
furnishings field that’s geared 


in the home 


to give them 


this news service. That’s RETAILING. Only RE- 


TAILING, with its twice-weekly issues, speeds 


the news to them fast enough for them to make 


utmost use of it. Only RETAILING, publishing 


the equivalent of 1,600 magazine pages a 


month, gives them complete coverage on all 


the business news they must have. 


That’s why the nation’s retailers have made 
RETAILING America’s No. 1 home furnishings 


business paper. May we show you how profit- 


ably that ties in with the home furnishings 


product you’re selling? 


THE TWICE-WEEKLY NEWSPAPER COVERING: 


Furniture & Bedding 
Curtains & Draperies 
Decorative Accessories 
Floor Coverings 


e China & Glass 


e Lamps & Lighting 
e Housewares 

¢ Major Appliances 
e Radio & Television 


> oo. ee 


in news coverage 

in market coverage 
in total circulation 
in retail circulation 
in advertising 

in advertisers 
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*In little over a year Sport has rolled up over 2 
million circulation, 95% newsstand. Guarantee 
goes from 400,000 to 500,000 starting March 

1948. Orders placed before Dec. 20, 1947 
enjoy prevailing rates through May 1948 issue. 
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Wis. Dealer Ads Must 
Carry License Number 


The state motor vehicle depart- 
ment of Wisconsin has ordered 
Wisconsin auto dealers to print 
their dealer registration numbers 
in all advertisements. Commis- 
sioner B. L. Marcus said the order 
was issued to identify licensed 
dealers as such with the public. 


Gets Toy Account 


Haehnle Advertising, Cincinnati, 
has been named to direct the ad- 
vertising of Charles William 
Doepke Mfg. Company, manufac- 
turer of model toys. Trade pub- 
lications, magazines and point-of- 
sale displays will be used. 


Opens Australian Branch 


Pan American Publishers Rep- 
resentatives, New York, has 
opened a branch office at Adams 
Chambers, 195 Elizabeth St., Syd- 
ney, N. S. W., Australia. L. J. E. 
Jones is in charge of the new 
office. 


with 


MPLOYEE training is faster, easier, more graphic, 

and more convincing when you use Illustravox 

| sound slidefilm equipment. Dramatic pictures and 

spoken words command interest — focus full attention 
_ on your training story. 


® Field-proven in all types of sales and production train- 
ing, in peacetime and war, Illustravox two-way training 
is the one best way — the most effective, the least expensive. 
| Trainees learn as much as 55% faster, and remember up 


| t0 70% longer when trained the Hlustravox way. 
| 


} 


ILLUSTRAVOX 


THE ILLUSTRATED VOICE 


DIVISION OF THE Ma mavOX comPANY - FT. WAYNE 


MAKERS OF FINE RADIO-PHONOGRAPHS 


Assure maximum two-way effectiveness 
ILLUSTRAVOX sound slidefilm training 
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© © Over 80% of all sound slidefilm equipment now in 
use is Illustravox. Inexpensive in initial cost and upkeep, 
too, Illustravox training proves its merit immediately in 
better trained personnel, in turn creating better business 
for you. Place your order today. The Magnavox Company, 
Illustravox Division, Dept. AA-12, Fort Wayne 4, Ind. 
. e e 

Where To Buy Illustravox. You can obtain Illustravox 
equipment through leading commercial film studios and at 
better photographic supply, and camera stores. Ask for a 
demonstration today! 
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TAKE YOUR CHOICE—This is the design sheet Ford Motor Co. is ey car 

owners to fill out, indicating the features they want in new cars, and what t¢ 

be willing to pay. The tally column provides for revisions if the total cost, on 
the first try, runs too high—or too low. 
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Chiquita Gives 
‘Recipes in United 
Fruit Campaign 


New YorK—United Fruit Com- 
pany feels that by this time house- 
wives should know enough not to 
put bananas in the refrigerator, 
and is now telling them about the 
versatility of the banana. 

Beginning this month, four- 
color pages giving new banana 
recipes and showing appetizing 
dishes will appear in The Ameri- 
can Weekly in 13 cities in the East 
and South, Good Housekeeping, 
Household, Parents’ Magazine and 
the Woman’s Home Companion. 
Ads will also appear in the Chi- 
cago Tribune, New York News 
and Philadelphia Inquirer. 

Chiquita will also give her 


recipes 15 to 20 times weekly in 
spot announcements on _ stations 
in the 13 cities covered by The 
American Weekly. Batten, Bar- 
ton, Durstine & Osborn is the 
agency. 


WBT Files for Video 


Jefferson Standard Broadcasting 
Company, owner and operator of 
WBT and WBT-FM, Charlotte, 
has filed with the FCC for a tele- 
vision license. According to J. M. 
Bryan, president of the company, 
AT&T will have coaxial cable 
service available for television 
from Washington to Charlotte at 
a not too distant date. 


Artcraft Names Hicks 


Artcraft Hosiery Company, New 
York, has appointed Lawrence 
Boles Hicks, Inc., New York, to 
handle its advertising. 


_ If you could select 2600 typical 
American communities, then pick 
two leaders of each business classifi- 
cation in each town to get a cross 
section, and if you could advertise 
just to the 175,000 of them in one 
publication without any waste at 
less than $700 per page per month 
-you’d have something, wouldn't 


you? You bet you would — you'd 


zé KIWANIS 


PUBLIS 


have The Kiwanis Magazine. Our 


bylaws limit membership to owners 
of businesses, practicing profes- 
sional men and bona fide execu- 
tives. And only the most successful 
and articulate in each group are 
selected to join Kiwanis. Find out 
how to make your institutional and 
public relations message get action. 


Write for further information. 
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D FOR COMMUNITY LEADERS 


520 NORTH MICHIGAN AVENUE « CHICAGO 11, ILLINO'S 
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Educators Praise 
Network Programs 


New YorK—The American 
Schools and Colleges Association, 
in announcing winners of its an- 
nual radio awards, praised broad- 
casters for regaining the “high 
standards of public service and 
enlightenment set during the war.” 

Programs selected in the various 
categories by more than 150 edu- 
cators are: 

Procter & Gamble’s “Truth or 
Consequences” (NBC), audience 
participation; Gaines dog food’s 
“Juvenile Jury” (MBS) and “Land 
of the Lost” (sustaining, ABC), 
children’s; U. S. Steel’s “Theater 
Guild” (ABC), “Quiet Please” 
(sustaining, MBS), dramatic; 
“CBS Was There” (sustaining), 
“Exploring the Unknown” (sus- 
taining, ABC), educational-drama; 
“Invitation to Learning” (sustain- 
ing, CBS) and “Author Meets the 
Critics” (sustaining, NBC), edu- 
cational service; “Meet the Press” 
and “American Forum of the Air,” 
both Mutual sustainers, forum. 

NBC Symphony (sustaining) 
and Texas Company’s Metropoli- 
tan Opera broadcasts (ABC), 
music; Schutter Candy division of 
the Universal Match Corporation’s 
‘David Harding, Counterspy” 
(ABC), mystery drama; American 
Oil’s “Professor Quiz’ (ABC), 
quiz; and “Eternal Light” (sus- 
taining, NBC) and Goodyear’s 
“Greatest Story Ever’ Told” 
(ABC), religious. 

Awards were made to network 
programs on the basis of consis- 
tent performance “in the interest 
of the advancement of public en- 
lightenment and public service” 
during the nine months’ period 
ending June, 1947. 


Street & Smith 
Acquires Jersey Site 


Street & Smith Publications, 
New York, has acquired a six- 
building plant in Elizabeth and 
Linden, N. J., and will discon- 
tinue activities at its old headquar- 
ters, 153 W. 15th St., New York. 
The new plant occupies a 15 acre 
site at Ledgerwood Ave. and the 
Pennsylvania Railroad main tracks 
in Elizabeth and Linden, straddling 
the boundary between them. 

The company will retain its ex- 
ecutive, editorial and advertising 
offices in the Chanin building, 122 
E. 42nd St., New York. All cir- 
culation activities will be moved 
te the new plant. 


T 10, 1 


Sanders Named Manager 
of Rallet and Earle 


C. Ray Sanders, former sales 
manager of the chain and whole- 
sale divisions of Hudnut Sales 
Corporation, New York, has been 
appointed managing director of 
the Rallet Corporation and Marie 
Earle, New York, producers of 
perfume and treatment lines; ef- 
fective Jan. 1. 

Mildred Wedekind, who has 
been managing Rallet and Marie 
Earie, will take a short leave of 
absence and will return as direc- 
tor of advertising, promotion, 
fashion and packaging. 


Plaque to Be Given 
For Best Farm Editorial 


Vallaces’ Farmer & Iowa Home- 
Steed, Des Moines, is awarding a 
bronze plaque and blue ribbons 
for the “best editorials of the year 
interpreting the farmer to the 
City,’ which have appeared in 
metropolitan newspapers during 
1947. Writers of the winning edi- 
tor.als will receive cash prizes, 
‘Olaling $1,000. All entries must 
nailed to Don Murphy, editor, 
by Jan. 10. 


Kirk Appoints Clements 

_ -amuel B, Kirk Company, Phil- 

aciphia, maker of Jullicum, a| 

iG\ad rennet preparation for 
ing milk desserts and milk 


“rinks, has appointed Clements 
pany, Philadelphia, to handle | 
advertising. Newspapers ead 
ie publications will be used. 


Wiss Names Ellington 
J. Wiss & Sons, Newark, N. 
manufacturer of _ scissors Re 


shears, has appointed Ellington & 
Co., New York, to handle its ad- 


vertising. The account was for- 
i'merly handled by Samuel Croot 


Company, New York. 


‘Enquirer’ Ups O’Dowd 


Robert E. O’Dowd, advertising | 
manager of the pictorial magazine | 


of the Cincinnati Enquirer, has 
been named retail advertising 
manager of the paper. 


Changes Phone Number 


The Gravenson Company, New 
York, has changed its phone num- 
ber to Worth 4-1750. The produc- 
tion department number remains 
Worth 2-0867. 


Radio Makers Plan 
Dealer Meetings 
to Spur Campaign 


WASHINGTON — The Radio Man- 
-ufacturers Association advertising 
|committee approved a plan last 
'week to enlist greater dealer-dis- 
tributor cooperation during 1948 
in the “Radio-in-Every Room. . 
Radio-for-Everyone” campaign. 


the RMA executive committee and 
board of directors, the plan out- 
lined by the Fred Eldean Organ- 
ization for RMA calls for dealer- 
distributor meetings in about 50 
cities to step up participation in 
| the project. 


Subject to budget approval by | 


| As a test of the national dealer, 


participation possibilities, the com- 

'mittee is proposing a two-week 
'“saturation campaign” in Hart- 
ford, Conn., in February. 


Meares Joins Durstine 
Arthur R. Meares, former ad- 

vertising manager of the Centaur 

division of Sterling Drug, Inc., 


_|New York, has become associated 


with the package goods activi- 


4/ 
ties of Roy S. Durstine, Inc., New 
York. Edward Marschner, vice- 
president of the Centaur division, 
assisted by Evelyn M. Corper, for- 
merly with Sterling in Philadel- 
phia, is now in charge of Centaur 
advertising. 


Segal Joins Morris 

A. Jay Segal, formerly New 
York manager of Leon S. Golnick 
& Associates, has joined H. C. 
Morris & Co., New York advertis- 
ing agency, as account executive. 
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5,000 marine buyers and specifiers. It will bring your catalog 


a tS tie, ‘Via shiptestiilie 

program, and the rehabilitation of the American Merchant 

_ Marine on a long-range basis, have been recommended by the 

_ President’s Advisory Committee on the Merchant Marine. Action 
on this program will mean a large immediate volume of marine _ 
business and a stable marine market for years to come. Definite _ 
plans have already been made for —" seven - these — 
te cost over $100,000,000. 


This good news means that the 1948-1949 het Cotcleg and 
Buyers’ Directory will be timed right .. . both for marine men and | 
ie for you in selling to the marine industry. . 


The Marine Catalog is the standard product so ee over 


_ data to their attention at the opportune time when they are pre- 


paring specifications — and are interested hee obtaining produ 


information. 


The Marine Catalog Rachishes the a etiilire with a compre 
hensive file of information on marine products and sources of 
_ supply . . . organized and presented in one convenient volume | 
for easy reference. Thus, it is the place to feature detailed descrip- 
tive information ... engineering data, specifications, uses, sizes, 
weights, informative illustrations and diagrams together with lists 
of sales offices and distributors .. . information that marine men 


need in order to make buying decisions. 


Use the coupon below to get the full story of the Marine Coleg 


and details of ste wens } Program. 


Marine Catalog and Buyers’ 


Catalog. 
Name 


30 Church Street, New York 7, N. Y. 


[_] Please send me without obligation a copy of your Outlook Letter No. 3 
which outlines the plans for the projected $600,000,000 shipbuilding program. 


Directory 


Att: Warner Lumbard, Vice President 


Title 


Address. 


City 


Zone 


Locp cana a NO SOS Baan eg 


| 
i 
| 
| 
[| Furnish also a copy of your booklet describing the 1948-1949 Marine 
! 
| 
! 


State 


| MARINE 


a _/ a See -e4 orn 


CLOSING DATE 


MAY 1, 1948 


Now is the time to plan your 1948-1949 Marine 
Catalog advertising pages. All copy and cuts should 
be in our hands at the earliest possible moment in 
advance of the closing date in order to avoid delays 


and errors and to insure good location for your 
Catalog message. 


Reserve your Catalog space now without delay. 
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_ Legislators Study Curbs 


to Halt Inflationary Trend 

WASHINGTON — Republican and 
Democratic legislators are uniting 
in. studying broad curbs on bank 
credit. Leaders rate easy mort- 
gage credit and bank loans to busi- 
nesses as a greater inflationary 
peril than much discussed ceiling 
on instalment sales and other con- 
sumer credit. 


By STANLEY E. COHEN, Washington Editor 


Economically astute members 


‘warn that bank credit experi- 
i|ments can lead to deflation and 


widespread bankruptcies. They 
would prefer cooperative efforts 
by government and banks to check 
loans for inventory speculation 
and similar non-productive pur- 
poses. 

Meanwhile, Republicans are 
preparing to force the administra- 


tion’s hand on easy mortgage/|the only practical answer to their | 
credit, rated by Federal Reserve housing predicament. . 
Chairman Marriner Eccles as the pl Mes | 
|single most inflationary element Now that Charles Luckman has | 
|in today’s economy. retreated to the Lever works on} 

Currently the administration is|the Charles River, the food con- | 
standing back, letting the real| servation program will take on) 
‘estate and building lobby press|an “anti-inflation” theme, in addi- | 
| Congress for another billion to|tion to its original humanitarian | 
/underwrite home building. Re-| appeal. 
|publicans say builders will get; Agriculture Secretary Clinton | 
‘nothing until the administration) Anderson argues that domestic | 
|takes a clear-cut stand on their! grain and meat supplies are well | 
| proposal. |above prewar figures, obviating | 

Easy mortgage credit may be|any legitimate reason for consum- | 
economic heresy in an inflation-|ers to be bidding prices up. An-| 
ary period, but Republicans and |derson claims that prices of a great | 
Democrats know it is a political; many agricultural products are) 
essential. With rental housing all| down. He insists that effective co- 
but non-existent, hundreds of|operation with meatless and egg- | 
thousands of veterans find no- | less day programs would stop the | 
down-payment home _ purchases| upward spiral of prices for meat, 


WITH SUNDAY MOPNING EDITION © 


WASHINGTON 4. 0.C 


Che Evening Star 


vertising Age, December ; ae 
cereal and dairy products, and 
eliminate the need for compulsory 
price and rationing at consumer 
levels. 

Anderson, incidentally, confirn 
that distillers broke faith with M: 
Luckman; used far more than 
normal grain supplies in October, 
practically nullifying any savings 
as a result of the 60-day ‘“holij- 
day.” The Agriculture Secretary 
says competitive factors within 
the liquor industry work against 
any voluntary grain saving pro- 
gram. He is skeptical about the 
possibilities of “voluntary” grain 
saving by distillers once the shut- 
down ends. 

* * * 


Like his half dozen predecessors, 
Jes Larson, the new War Assets 
Administrator, complains that 
complicated priorities for veterans, 
small business, educators and 
others are stalling clean-up of the 
war goods disposal assignment. 
Larson says that without priori- 
ties he can get War Assets inven- 
tory down to three billion dollars 
by June 30, and turn over the re- 


in the Nadioni pit 


The Washington, D. C., reader survey made 
by the Elmo Roper Organization under the 
the American Association 


direction of 


of Advertising Agencies, embraced the City 


and Retail Trading 
area population of 


years of age or older. 


Zones and showed an 
1,065,400 people, 15 
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The Survey indicated 77.2% of the people 
read one or more of the 4 Washington 
dailies on an average weekday; 82.8% read 
one or more of the 3 Washington papers 


on an average Sunday. 


43.2% —460,000 people—read The Star on 
average weekday— more than read any 
other Washington daily paper. 53.2%— 
566,800 people—read The Star on an aver- 
age Sunday—more than read any other 
Washington paper. ‘ 


maining “white elephant” plants 
|and real property to a permanent 
| government agency for leisurely 
| liquidation. 

oh * 

| House ways and means com- 
mittee members marvel at the 
latest proposal to check co-ops’ 
|tax exempt rebates to consumers. 
| Aware that a tax on these rebates 
would be of doubtful legality, co- 
op foes would resort to compli- 
|cated cost accounting safeguards 
|which co-ops could hardly meet. 
Moderate minded committee mem- 
|bers are seriously considering 
methods of taxing certain types of 
|co-op activities, but they are not 
likely to approve interference with 
|rebates based on over-all trading 
| profit. Moderates fear that puni- 
| tive provisions interfering with 
‘the rebate system would start 
| price cutting by non-profit minded 
co-ops, and a new headache for 
'their small business competitors. 
* * co 


The latest increase in news- 
print prices gave Oregon’s Senator 
Wayne Morse a springboard for 
reviewing merits of an Alaskan 
newsprint industry. Predicting 
dire consequences for small pub- 
lishers as prices rise in the next 
12 months, Morse said that the 
U. S. should be independent of 
foreign paper makers. His state 
would be the jumping-off port for 
Alaska-bound water routes. 

* * * 


The Labor Department’s hear- 
ings on higher minimum wages 
for “executives” are getting 
counter-offers from employers. 
Present rulés say an “executive” 
exempt from overtime pay re- 
quirements must earn at least $30 
weekly; CIO’s United Electrical 
and Radio Workers feel no one 
under $500 monthly should be in 
the “executive” bracket. Employ- 
ers generally concede the $30 
weekly figure established in 1940 
is outmoded. Small cigaret com- 
panies say $250 monthly would be 
a more sensible figure for the pres- 
ent. Tobacco firms, incidentally, 
say all employes engaged in mak- 
ing sales away from their 
ployers’ premises ought to be «0 
‘sidered ‘outside salesmen” 
baie from overtime provisio! 


| Lund Leaves Lambert 


Robert L. Lund, presiden' ©! 
| the St. Louis College of Pharm. cy; 
| has resigned as a director of I 
|bert Company, New York. 

|ward T. T. Williams, preside! 
| Lambert Pharmacal Compan) 
| Louis, has been elected to rep!“ 
| Mr. Lund. 


Aen ¢ 


| Names Newman V.P. 


| Wilbur Newman, former ea‘ 
isales manager of Sloane-Bi: 
| Corporation, New York, has 
|appointed vice-president in ch 
| of sales. He has been associ 
| with the firm since 1921. 
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Dogs and Cats 
Still Popular; 
Parrots Lose Out 


New York — Canaries, parrots 
and fish may go out of style as 
household pets, but the Psycho- 
logical Corporation has discovered 
that dogs and cats are just as 
popular as they were back in 1938. 

Only 3% of the nation’s urban 
families today have canaries, par- 
rots or other birds as pets, while 
nine years ago almost 8% of these 
families had them. But the fig- 
ures for dogs and cats are identical 
over the nine-year span—-27% and 
13% respectively. Fish have been 
halved, from 2% to 1%. 

The “Psychological Barometer” 
originated by Dr. Henry C. Link 
of the Psychological Corporation | 
found out all about pets in 1938) 
through personal interviews with 
5,623 families from coast to coast. 
The question was repeated in the 
most recent “Barometer” to 2,500 
families, covering October, 1947. 

Detailed results, said the cor- 
poration, show that pets are owned 
just as frequently by the poor or 
middle class families as by the 
rich, and that “we suspect there 
is a much higher percentage of 
dogs and cats among farm families | 
than among city dwellers.” 

“We may be selling the bird 
seed industries short,” the cor- 
poration admitted, “but the fig- 
ures appear rosy for the dog and/| 
cat people. At least, American 
city dwellers are just as keen 
about their heavy-eating pets as | 
they were nine years ago—despite 
current food shortages and high 


|Robotham & Co., Hartford, as ad- 


prices.” 


British Board 
May Drop Plan 
for Magazine 


Lonpon—The Board of Trade 
will abandon its plan for a gov- 
ernment-sponsored foreign maga- 
zine if it follows the suggestion 
of its advisory committee. 

For some months, the board has 
been considering the advisability 
of publishing the magazine for 
overseas distribution exclusively, 
to place the British way of life 
before the foreign public. British 
publishers flatly opposed the plan, | 
pointing out that if such a pub- | 
lication is necessary any one of | 
them is able to undertake it under 
equal or better conditions—and 
with no risk to the taxpayers. 

Some 30 publishers, however, 
submitted publication plans. Had 
the project been adopted, the suc- 
cessful publisher would have been 
granted a preference in allocation 
of the necessary paper. 


GMSE Elects Officers 


The Grocery Manufacturers | 
Sales Executives of Chicago has | 
elected Wm. M. _ Schoondyke, | 
Beech-Nut Packing Company, 
president. Other officers elected 
are A. §. Askelof, Morton Salt! 
Company, lst vice-president; Dale | 
W. Good, California Packing Com- | 
pany, 2nd vice-president; Harold | 
© Michael, Allen B. Wrisley Com- | 
peiy, treasurer; Robert L. Todd, | 
Gorge A. Hormel Company, as- 
int treasurer; Walter J. Zahn, | 
‘ite Products Company, secre- | 
la'y, and T. N. Belgard, Hills} 
B s. Coffee, Inc., assistant secre- | 


Crowley Joins Maharr 
‘orman Crowley, formerly sales | 
iager of Norman Fisher Had- 

‘© Displays, has joined Maharr | 


P oducts, Inc., Buffalo, display 
| novelty manufacturer, in the 
i€ capacity. 


Ropeez Names Ellington 

\opeez, Inc., New York, manu- 
‘c turer of women’s shoes, has ap- | 
Di inted Ellington & Co. New 
Y vk, to handle its advertising. 


Krasdale Foods to Hoyt 


Krasdale Foods, Inc., marketer 
of can goods through independent 
grocers in greater New York and 
adjacent cities, has named Charles 
W. Hoyt Company, New York, to 
handle a campaign using black 
and white ads and color pages in 
Sunday magazine sections of met- 
ropolitan newspapers. Car cards 
also will be used. 


Gets Holsum Account 


Olmstead & Foley, Minneapolis, 
has been appointed to handle the 
advertising of Regan Bros. Com- 
pany, wholesale baker of Holsum 
bread, with plants in Minneapolis, 
Fargo, N. D.,.and Mason City, Ia. 


Appoints Robotham 


Hanson-Whitney Machine Com- 
pany, Hartford, Conn., manufac- 
turer of machine tools and small 
tools, has appointed Edward W. 


vertising and sales counsel. 


Becomes a Monthly 


School Management, ¥ York, 
in the future will be published 12 
times a year, instead of 11, and 
will appear the fifth of each 
month, effective this month. Space 
in the publication can now be 
bought at a special three-time rate 
and a new 12-time rate, with full 
four-color reproduction available 
anywhere in the publication. 


To Meneough, Martin 


Meneough, Martin & Seymour, 
Des Moines, has been named to 
handle the advertising of Martin 
Laboratories, Inc., Sibley, Ia., 
manufacturer of liquid sulfas for 
treatment of diseases in poultry. 
Farm and trade _ publications, 
newspapers, radio, and direct mail 
will be used. 


Seven Name Sullivan 


The Boston office of Daniel F. 
Sullivan Company has been ap- 
pointed to handle the advertising 


;of Kaler, Carney Liffler & Co.,| pany, 
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Dyer-Knight Company, 
Boston, and Frohock-Stewart|Lamey-Wellehan Company, Long- 
Company, Worcester. The Port-| fellow Shops and Portland Devel- 
land, Me., office has been named | opment Commission, all in Port- 
to direct Chaplin Appliance Com-'! land. 


FLUORESCENT 
ELECTRIC DISPLAYS 


WRITE-WIRE-PHOWE: 


0 Hl ADVERTISING DISPLAY CO. 
_ OHIO BLDG., CINCINNATI 2, OHIO 


i 
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Find new horizons 
where horizon ends... 


There have been no covered wagon 
caravans, no special trains, no government 
lands opened, no major gold strikes, no 
new field of gushers found, and no noisy 
boom. But since the end of World War II, 
the largest emigration in the history of 
the world has been going on... 

More than twenty thousand people 
a month have come to California; and in 
spite of housing lack, crowded quarters, 
high prices, most of them stay. Since the 
1940 Census, the State has gained more 
than 2,500,000 population, the greatest 
growth of any state, and the highest rate 
of increase California has ever known. 


World War II was a 


promotion for settlers than any previous 
era of gold, land, oil, or tourist attraction 
. .. brought four million men and many 
of their families to the Pacific Coast. 


The servicemen were 


the prosperous pre-war tourist, had fewer 
ties of home, family, business and routine, 
and more freedom to mov 
They liked the country, the climate, the 
outdoor living. They have been coming 
back every month since V-J Day. 


more potent 


younger than 


e and change. 


The War gave Pacific Coast industry 
great impetus, and a new population of 
industrial workers. The vast shipyards 
and aircraft factories of the war period 
have been replaced by hundreds of lesser 
plants and shops providing jobs, products 
and services not previously available. 


In 1946, wholesale trade tripled 1939 
and per capita sales touched an all-time 
high, despite increased population. 

Where, obviously, can advertising and 
selling find more opportunity than in the 
West’s expanding economy . . . the last 
home frontier of American business? 

And any appraisal of Western markets 
accents North and Central California, with 
its commercial capitol in San Francisco... 


center of established finance, manufactures, 


distribution, retail trade, and exports... 
more varied and diversified, subject to 
fewer limitations and extremes than other 
Western markets . . . and home of The 


Chronicle, a medium worthy of the market. 


Inpiceneous, locally owned and edited 
The Chronicle affords probably the best 
presentation of general news content of any 
newspaper West of New York, is required 
reading for people who want to be well 
informed, reaches the most important 
people for making public opinion or mass 
markets . . . Leader in local news as well, 
The Chronicle goes to one family in three 
in San Francisco, one in four in the eight 
prosperous adjacent counties . . . is used 
by all the leading retail advertisers in San 
Francisco, finds volume prospects for the 
major department stores and for products 
sold in the neighborhood druggist’s and 
corner grocery ... delivers the best buying 
power in the market—and enough of it 
to make a major market for any national 
advertiser. . A Sawyer, Ferguson, 
Walker man will cheerfully supply any 
wanted data or details. 


San Francisco Chronicle 


Sawyer, Fercuson, WaLkER Co., National Representatives, 
New York, Chicago, Detroit, Atlanta, San Francisco, Los Angeles 
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ey ee ~hN y= “ Goodyear Training Plan 
| Makes Hit with Dealers 


= a 


WN | ‘CANNOT BE SOLD 
| "Ak FROM THE 
ae this wealthy, compact market in 
test and sustained campaigns. Its six square 
miles, surrounded by water on three sides, 
has 80,000 population, concentrated shop- 
ping sections, and 93% readership of The 


BAYONNE TIMES. 
Send for the new 1947 Market Data Book. 


THE BAYONNE TIMES 


NATIONALLY REPRESENTED BY 


r BOGNER & MARTIN 


"295 MADISON AVE, NEW YORK © 228 N. LA SALLE ST. CHICAGO 


$1,000,000 Program | 


| 


Modeled on Military 
Lines Is Big Success 


By BRUCE M. BRADWAY 


AKRON—It cost Goodyear Tire 
& Rubber Company $1,000,000. It) 
took an entire year to make ad-| 
vance preparations, and more than 
50 men worked almost 10 months | 
to complete the _ schedule, but | 
Goodyear sales executives are) 
firmly convinced that no other | 
means available at the same cost 
could have done as effective a job 
as did its recently completed sales 
training program. 

More than 25,000 dealers and 
dealer employes participated in 
the combined indoctrination, in- 


formation, education and public 
relations drive, and through the 
movies and slide films used in the 


/sales conference plan, every par- 


ticipant saw exactly the same pro- 
gram, in every detail, and on a 


prearranged schedule. 


Goodyear, like many another 
manufacturer, was impressed by 
the success of the training meth- 


|ods adopted by the armed forces 


during the war for teaching 
practically every subject from se- 
|curity to the use of radar equip- 
ment. 

And like many another manu- 
facturer, it resolved to adopt and 
adapt the techniques of visual 
education to its own merchandis- 
ing problems. 
close to its peak intensity in 
Europe and the Pacific when the 


ounty 


Agents 


Take The Weekly Star 


County agents take The Weekly Kansas City Star— 
pay for it out of their own pockets. 


County agents are government employees entrusted 
| with the agricultural welfare of the counties to which they 


are assigned. But government bulletins and other official 
advices reach them too late for their needs. 


The Weekly Star fills this void. It has the news sources, 
the press facilities, the editorial know-how to gather, print 


a month ahead of other farm papers. 


Speed? 


and circulate agricultural information fast—two weeks to 


Yes, that’s what farmers want and what county agents 
want to keep agricultural production in pace with the in- 


creasing domestic and 


upon it. 


international demands 


imposed 


Che Weekly KRausas City Star. 


LARGEST FARM WEEKLY CIRCULATION IN AMERICA 


436,422 Paid-in-Advanee Subseribers 


1000,000 annually 
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GIMMICK—In place of the usual black and white quiz sheets used in most sales 


training programs, Goodyear adopted a 


“photo quiz" so that its dealers and 


dealers’ salesmen could check their information quotient, following screenings 
of movies and slide films. 


The war was still| Goodyear sales chiefs decided to | 
institute their own dealer mer-| 


chandising program to meet the 
inevitable return of intensely 
competitive conditions which have 
always characterized the tire in- 


dustry. 
Made Tentative Plans 


Even for a company which has 
consistently spent more than $2,- 
in magazines, 
newspaper, network radio and 
farm publication advertising, a 
proposal to spend $1,000,000 for 
sales training required a great deal 


a hasty stamp of approval. 

While it was impossible for | 
Goodyear to take positive steps at 
a time when it was engaged in all- 
in 


were formulated, and early 


|tions were undertaken. 
| “Advance preparations” 


lems, 


'nine sound-slide films. 
‘year to do the job, but the com-| 
pany is proud of the results. 

Purpose of the movies and slide 
| films, of course, was to cover all | 
| phases of tire merchandising and | 
servicing. Lead-off film in the | 
‘series was an historical and insti- | 
‘tutional movie entitled: “The 
House of Goodyear.” 


Underlined Program’s Purpose 


| Training program participants 
next saw a hard-hitting message 


called: “A Return to Salesman- 


facturing and selling methods: 


covered in “Tailored to the Job,” 
and the intricacies of estimating 
loads and tire pressures, and pro- 
viding truck tire customers with 


“Lower Cost per Mile.” 

The tremendously expanded po- 
tential of the farm tire markets 
/was discussed in the movie: “It’s 
|About Time.” “Save ’em With 
|Service” took care of the service 
|methods which would guarantee 
Goodyear dealers the title of “‘tire 


doctor” from their happy cus- 
tomers. 
The last two films, “Sales Con- 


ditioning” and “Professional Sales- 
manship,” provided two knockout 
blows to any illusory ideas of a 
permanent seller’s market which 
might have stuck in the trainees’ 
minds. The first was a modern 
merchandising story, pointing up 
the necessity for an _ effective, 
sound, tested program, and the 
latter stressed the preparation 
necessary for progressive, scien- 
tific selling in a competitive mar- 
ket. 


more than a brief discussion and | 
| presentations. 


ship,” and then one on tire manu- | 


which repeatedly underlined the) 
purposes of the entire program, | 


| 


“You Don’t Stay First Unless | 
You’re Best.” 
Truck tire construction was) 


the type of service which keeps_ 
them satisfied, were the themes of | 


Not at all inclined to entrust the 
success of the expensive program 
to novice hands, the company 
picked 50 top men from its sales 
organization to form 25 confer- 
ence presentation teams of two 
men each. The team members 
ranged from veteran field and spe- 
cial representatives to assistant 
district managers. 

After an intensive, 30-day 
course of specialized training in 
the conference method at Akron, 
20 of the teams took to the field. 
One team member was named a 
conference director and was made 
responsible for conducting the 
The second man 
was given responsibility for han- 
dling properties, distributing ma- 
terials to dealers and showing the 


out war production, tentative plans | training films. 


Goodyear went so far as to 


1946, within a few months after) adopt the military concept of un- 
the war’s end, advance prepara-|committed reserves, and held five 


|of the teams in Akron to fill any 


is but|engagements which the regular 
a polite synonym for the prob-| force was unable to make. 

details and sundry head-| 
aches encountered in planning and cial training period, Goodyear’s 


producing 10 motion pictures and | “services of supply” equipped each 
It took a|of the 20 front-line teams with 


At the close of the 30-day spe- 


'an automobile, and then filled it 


‘with a sound movie projector, a 


sound-slide film projector, 28 reels 


right printer 


1 
eect 


xce.to Press .. 


LITHOGRAPHERS + PRINTERS + BINDERS 
400 NO HOMAN AVENUE, CHICAGO 24, IKK. 
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of film comprising the sound movie | 
subjects, sound-slide films, four 
silent slide films, a portable movie 
screen and stage setting materials, 
special portable pedestals for the 
orojectors and all of the required 
sales promotion materials. 


Nothing Left to Chance 


Nothing was left to chance or 
yrobability. Goodyear’s 46 district 
sales managers received bulletins 
showing the availability of 20 
teams on a time basis, and made 
all arrangements for assembling 
the dealers in centrally located 
meetings on a definite schedule. 

No expense was spared to make 
the conferences a success. Hotel 
ballrooms or conference rooms 
were selected wherever possible. 
Tables were provided so that those 
who attended had a place to write 
and take notes. The detailed ar- 
rangements extended to providing 
individual identification badges, 
and definite seating assignments 
as well as the customary note- 
books, pencils, ashtrays and drink- 
ing water. 

The three-day conference meet- 
ings were restricted to between 
30 and 35 members, and the aver- 
age for the entire series was 33. 
The size of the group proved ideal 
in every way, company officials 
report. 

“D-Day” arrived in March of 
this year and 20 merchandising 
conferences in as many widely 
separated cities opened simulta- 
neously. For six months the teams 
put on one or two conferences a 
week, depending on the distances | 
between scheduled cities, weather 
and the availability of conference 
sites. | 


Later Compressed Schedule 


Experience gained from the pre- 
liminary meetings enabled the 
conference directors to compress 
the three-day schedule into two 
days, without sacrificing any es- 
sentials. Company officials were 
concerned at the outset as to 
whether the meetings might not 
be too compact and too “tight,” 
but their fears were soon dispelled 
as they noted that registration and 
attendance at all sessions varied 
less than 5%. Practically all of 
the dealers who were present for 
the first session stayed through | 
until the program was completed. 

Frequent short breaks, again | 
based on the experience of the, 
armed forces, were employed to) 
alleviate any fatigue ngs. Soft 

| 


by the indoor meetings. Soft 
drinks were always available. 

Of most concern to the com- 
pany was the reaction of the deal- | 
ers and dealers’ salesmen to the) 
program. But here again, they had | 
no cause for alarm. Comments, | 
letters of appreciation and orchids | 
flowed interminably across the 
desk of C. C. Osmun, manager of 
trade relations, who conceived and | 
developed the conference mate- | 
rial, and J. A. Lewin of the dealer | 
department, who had the re-)| 
sponsibility for carrying it out. 


‘Really the Works’ 


A dealer near Hudson, N. Y., 
declared: “This was really the 
works—can’t think of a thing that 
wasn’t covered.” Another in the 
Same area exclaimed: ‘“‘Best three 
as T’ve ever spent. Learned 
more than I ever would have be- 
lieved possible in so short a time,” 
anc another commented: “The 
va'ie of this program is beyond 
€s' mate in dollars and cents.” 

ypical also were the remarks 
of dealers in the Chicago area: 
“1 want to get every man in my 
““ e to attend one of these con- 
fé neces. I think it will double 
mM: sales” ... “I’ll gladly send 
Mm: service manager and outside 
sa -smen 100 miles, if necessary, 
So ‘hey too can get this training 
Gu-ect.” Even the hard-bitten old 
Ur ‘rs were happy. One said: 
in’t realize how many good 
‘a's arguments I’d forgotten until 


I saw that last picture.” 


At every conference, “photo| with photos from the movies, and 


The six-month conference series | quizzes” were handed out after) accompanying textual material. 
was scheduled to end in early Sep- | each film. These contained blow- 
tember, but the dealers wouldn’t! ups of key frames from the movies Goodyear” film, for:example, be- 


hear of it. In order to take care and under each was a number of| gins: 
of those who were unable to make|true and false statements. 


The 


The review of the “House of 


“One night, back in 1898, 
'in a hotel room in Chicago, young, 


the first meeting, or who stayed dealers were asked to indicate the | risk-taking Frank Seiberling 
away the first time around but later correct answers. In order to save| bought a little, tax-eaten straw- 


changed their minds and insisted | embarrassment 


and avoid any 


on seeing it, several of the teams) possibility of distasteful reactions, 
on a “clean-up” schedule were|the conference director reviewed 


kept busy until this month. In a) 
great many cases, special one-day 
meetings were arranged, featuring 
material of specific interest to as-| 
sociate and other smaller dealers. | 


Faced Follow Up Problem 
The problem faced by every) 
corporation with a sales training 


program, that of follow-up, was 
tackled by Goodyear in two ways. 


‘ 


the questions from the rostrum, 
and each dealer graded his own 
paper. 

The initial quizzes were not 
thought to be sufficient, however, 
on a long-term basis. To plug 
the loophole, Goodyear came up 
with a 36-page, pictorial magazine 
similar to Life, printed on heavy 
coated stock and jammed with a 
review of the entire conference, 


‘board factory located in Akron— 
‘down by the Little Cuyahoga 
River. And that’s where ‘The 
House of Goodyear’ got its start.” 

Every paragraph included packs 
a punch. Wasted words have been 
eliminated in favor of pictures 
with a message. One review of 
a movie ends on the note: “One, 
remember your customer is usu- 
ally a man, so stock what a man 
will buy. Two, your man has a 
car—so build your business around 
his tires and his car. Three, he 
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has a home. There are many 
things in it, and around it, that 
he buys and that you can sell. 
And that’s about it. . . simple, 
logical.” 719 


Shatfer to Retire 


T. D. Shaffer will retire as part- 
ner of Shaffer-Brennan-Margulis 
Advertising Company, St. Louis, 
effective Dec. 31. The agency will 
continue under the same name as 
a partnership of Sam B. Margulis 
and S. I. Rosenfeld. 


Heinz Advances Anger 

C. S. Anger, formerly manager 
of the north central region of H. J. 
Heinz Company, has been named 
administrative assistant to the 
vice-president of sales and dis- 
tribution. He will make his head- 
quarters in Pittsburgh. 


_ where it goes. 


Here at Maher, the typesetters, proofreaders and production men on our Latin 


American Department staff speak in Spanish, think in Spanish, work in Spanish . . . week 


in, week out. . 


rect spelling and other typographic slips in Spanish composition. 


. year after year. They immediately recognize misplaced accents, incor- 


That’s one important reason why more and more American export advertisers and their 


agencies are relying on Maher for the production of their Spanish-language printed matter. 


There are other advantages, too . . 


John Maher ))7i0:iay Company 
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. which a Maher representative will be glad to explain. 


CHICAGO 16, ILL. 


COUNSELING + TRANSLATION © TYPESETTING * PROOFREADING « PRINTING « DISTRIBUTION 


SEND NOW for 


your free copy of 


“Preparing 
Effective Printed 


Matter for 
Latin America.” 
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Kirjoff Joins Flents 

Elizabeth Kirjoff, formerly in 
charge of her own publicity 
agency, has been appointed direc- 
tor of promotion of Flents Prod- 
ucts Company, New York, inter- 
national distributor of Flents Anti- 
Noise ear stopples. 


To Campbell-Mithun 
Zinsmaster Baking Company, 

Minneapolis, St. Paul and Duluth, 

maker of bread and doughnuts, 

has appointed Campbell-Mithun, 

|Inc., Minneapolis and Chicago, to 

Pg its advertising, effective 
an. 1. 


Drug 


& Cosmetic | 


INDUSTRY 


Covers a rich and 


~~ forward looking: industry 


| Also Publishers of Beauty Fashion 


% 


World Industrial 
Fair to Boast 
10,000 Exhibits 


New YorK—The aim of the In- 
ternational Industrial Exposition 
to be held from June 26 through 
Sept. 11, 1948, in Atlantic City, 
will be world peace through the 
medium of world trade and pros- 
perity, Dr. H. W. Waters of To- 
ronto, president and general man- 
ager of the exposition, declared 
recently. 

The exposition will serve as an 
annual showcase of the products 
and processes of all nations, and 


late world trade and world pros- 
perity by bringing to the atten- 


tion of merchants, manufacturers 


|and the general public the manu- 


factured output of scores of na- 
tions around the globe,” he said. 
Dr. Waters said the Interna- 


tional Industrial Exposition is the 
first undertaking of its kind ever 
‘to be established in: this country, 


: it’s all here... 


Contains a selection of tables, 


baker will use every day of the year. 


: om Ve 


1, Technical Reference Section 
; charts, 
forms, layouts, regulations and other data 
—over 16 pages of reference material the 


/, 


compore. 


E> | 2. Manufacturers Catalog Section 
es "4 Where bakers can find, all in one ploce, 

1 the specific information they need from 
all manufacturers. Standardized, easy to 


3. Classified Products Section 


a : Corries free listings of some 1740 Com- 


ah : panies manufacturing and distributing 
pe < more than 530 items or rendering service 
B % to bakers. 

es a wm 
ee 

i. 4. Trade Names Section 

e 


@ brief description of product. 


I 


suitable jobber-representation. 


| Free service which helps bakers connect 
Bas = any given trade name with its owner and 


5. Jobbers and Distributors 
Helps bakers find the jobber who can best = : - 
© serve them. Helps manufacturers to locate ———= = ADVERTISING BUDGET FOR 1948 


————— 


PLAN NOW TO INCLUDE THIS BOOK IN YOUR 


“in this manner will seek to stimu- | 


and will be patterned after the|* 


trade fairs which have been held |! 


_in European countries for the past 


(700 years. 


| 


| 


} 
| 


| 
| 
| 
| 
| 
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... The Original and only Buying Directory used by the 
Baking Industry now Bigger and more Useful than ever before 


For 14 years bakers have used this directory to get 
quick and easy “Where-to-buy-it” information. You 
cash in on this habit when you put your advertising 
in the BAKERS' BUYING DIRECTORY AND CATA- 


LOG. 


Now that restrictions are off, we are glad to give 
you full buying directory and catalog service in this 
one big volume. It will have 5 main divisions, includ- 
ing a Technical Reference Section of at least 16 
pages and a Manufacturers’ Catalog Section. 


Closing Date, May 10, 1948. For sample pages and full details write to: 


Now in Preparation— 


1948-1949 Evition 


Strange as it may seem, rates remain the same as 
last year. At the same time, distribution will be 
greater than ever before. This means an actual rate 
reduction on a per-user basis 


Make it easy for bakers to find your product while 


NOW. 


~ BAKERS 


they are in the buying mood. Make your selling 
message— or your entire catalog—a part of this 
Bakers’ Buying Directory and Catalog. Include the 
Directory in your 1948 Budget—Reserve snace 


FOR DETAILED 
ety ENCE DATA 
LLL Rial ~MARETTING 'S 


Industrial 
MARKET 


DATA BOOK 


HELPER BUYING 


DIRECTORY and CATALOG 


105 WEST ADAMS ST., CHICAGO 3, ILLINOIS 


Plans are also under 
way to have Princess Elizabeth 
and Prince Philip attend the ex- 
position during their tour of 
North America next summer. 

More than 10,000 exhibitors are 
expected to take part in the fair 
and 300,000 people are expected 
to attend. The exposition will at- 
tract manufactured exhibits in 35 
categories ranging from automo- 
tive equipment to. wood products, 
from North and South America, 
Europe, Africa and the Far East. 
It will be held on the Million Dol- 
lar Pier in Atlantic City, where | 
500,000 square feet of exhibit space 
has been leased. 


PCAW Offers Ad Course | 


The Philadelphia Club of Ad-| 
vertising Women, for the 21st con- | 
secutive year, will offer an “In-| 
troduction to Advertising” course | 
on Monday evening, beginning | 
Jan. 5 and running through May, | 
at the Central YWCA, 18th and/| 
Arch Sts., for women interested in | 
advertising. The only cost in-| 


text book, $3.20. 


of Advertising will be awarded to 
the student receiving the highest 
mark. 


Shaw Joins Glenn Agency 


Arnold C. Shaw, formerly with 
Couchman Advertising Agency, 
Dallas, has joined Glenn Adver- 
tising, Fort Worth, as account ex- 
ecutive. 


Philco Boosts Paiste 


Henry T. Paiste, general man- 
ager of the service division of 
Philco Corporation, Philadelphia, 


has been appointed special tele-| 
/vision sales representative. 


Dec. 29-30. American Market- 
ing Association, winter marketin» 
conference, Downtown Campus, De 
Paul University, Chicago. 

Jan. 11-13. Advertising Associ» - 
tion of the West, midwinter con- 
ference, Hotel Del Coronado, San 
Diego, Cal. 

Jan. 11-14. Newspaper Adver- 
tising Executives Association, an- 
nual meeting, Edgewater Beach 
Hotel, Chicago. 

Jan. 15-16. National Associa- 
tion of Magazine Publishers, 
Magazine Forum, Waldorf-Astoria 
Hotel, New York. 

April 5-7. National Newspaper 
Promotion Association, annua] 
convention, Hotel Carter, Cleve- 
land. 

April 7-9. American Associa- 
tion of Advertising Agencies, an- 
nual meeting, Cavalier Hotel, Vir- 
ginia Beach, Va. 


April 20-22. American News- 


4 | volved is the YWCA’s registration | paper Publishers Association, an- 
»}| fee of $3.50 and the price of the! nual convention, New York. 

A three-year | 
|scholarship to the evening classes | 
of the Charles Morris Price School | 


May 17. National Association of 
Broadcasters, annual convention, 
Biltmore Hotel, Los Angeles. 

June 13-16. Advertising Fed- 
eration of America, annual con- 
vention, Hotel Netherland Plaza, 
| Cincinnati. 
| June 13-16. National Industrial 
| Advertisers Association, annual 
|convention, Lord Baltimore Hotel, 
Baltimore. 

June 23-26. Newspaper Adver- 
tising Executives Association, sum- 
mer conference, Chateau Fron- 
tenac, Quebec, Canada. 

Sept. 29-Oct. 1. Direct Mail 
Advertising Association, annual 
convention, Bellevue - Stratford 
Hotel, Philadelphia. 


St. Paul Shoppers 


in the ST. PAUL D 
which blankets the St. 


leading the Nation in i 
months of this year over 


sumer Analysis of the St. P 
this 176-page book showing 
of 3,000 families for 1.536 


RIDDER-JOHNS, INC. 


Will She Buy YOUR BRAND In St. Paul? 


brand sales result from repetitive advertising . . . 


St. Paul is buying more and more. Federal Reserve 
Index shows St. Paul Department Store Sales as 


*FREE—The “1947 Dispatch-Pioneer Press Con- 


@ NEW YORK ® CHICAGO ®@ 


BUY by BRAND*. Repetitive 


ISPATCH-PIONEER PRESS 
Paul half of the 9th Market. 


nereases for the first six 
last year. 


aul Market.” Write for 
the brand preferences 
products. 
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‘Go West’ Plea 
Provokes Protest 
—on Other Coast 


HARTFORD, COoNN.—The War As- 
sets Administration’s advertising 
of its postwar industrial proper- 
ties for sale with such banner) 
headlines as “The Trend Is West” 


isn’t meeting with much approval | 


locally. 

William A. Dower, executive 
vice-president of the Hartford 
Chamber of Commerce, sat down 
at his typewriter the other day 
and dropped a critical line or two 
to his spokesman in Congress, 
Rep. William J. Miller. He sent 
Congressman Miller a copy of a 
WAA pamphlet with what he 
termed an “intriguing” title: “Go 
West for Expansion.” The pam- 
phlet carried descriptions of West 
Coast plants and properties which 
WAA is trying to sell. 

Mr. Dower asked: ‘Must the 
people of the Northeast, including 
management and labor, pay for 
the expense of sales material de- 


signed to enrich another section | 
of the country at their expense?” | 


Must Promote Plants 
He admitted, of course, 


| 
that | 


WAA must be reasonably diligent | 


in disposing of surplus property— | 
and that it probably would be re-| 
miss in its duty if it did not dis- | 
tribute literature describing avail- 
able properties. 

But the Hartford executive takes 
exception to the pamphlet’s tone. 
Its front cover carries a map of 
the West and a compass pointing | 
a western finger. Inside,-the tome | 
tells of “ready-made opportunity” | 
to invade the West Coast area at 
an “exceptionally low cost.” The) 
WAA booklet adds this provoking | 
(to Dower) thought: 

“Our orders from Congress: | 
‘Encourage new industry. Con- | 
sider employment and expansion | 
when disposing of these plants.’ | 
So prepare yourself for a very 
pleasant surprise when you sub-| 
mit your inquiries or proposals.” | 


Cleveland Lane, formerly on the 
publie relations ‘staff of Geare- 
Marston, Philadelphia, has been 
named public relations director of 
the New York Cotton Exchange. 
Hatry J. La Croix, formerly on 
the State House staff of the As- 
sociated Press, Trenton, N. J., has 
been appointed to succeed | 
Lane at Geare-Marston. 


Joins Cotton Exchange 


tS | 
Plans New Publication 
Park Maintenance, a new 
monthly business paper devoted 
to maintenance, equipment, plan- 
ning and engineering, will be 
launched in February by Erik L. 
Madisen, formerly secretary and 
editorial director of the Badger 
Printing Company and its book 
Subsidiary, the C. C. Nelson Pub- 
lishing Company, Appleton, Wis. 
Offices of Madisen Publishing 
Company are located at 128-130 
N. Appleton St., Appleton. 


Railway Express Ups Two 
William W. Martin, superin- 


tendent of training, has been ap- 


pointed assistant to the general 
Manager of public relations and 
Sales of the Railway Express 
rn ney, New York. Victor Dell 
AQ 


ila has been promoted from 
ass stant chief clerk to the general 
Manager of public relations and 
Sal's to supervisor of public rela- 
hors and sales. 


WXBW Appoints Boris 

ation WKBW, Buffalo, has 
ab olnted Thomas A. Boris, presi- 
de of Thomas A. Boris & Asso- 
“lo @s, as counselor on sales and 
Pu lie relations. 


Form Mahony Agency 
‘ahony Advertising Agency, 
n has. been’ established in 


Cl tleston, S. C., with Claude T. 
M: Cullough as president. 


‘Newspaper Men Elect 


R. E. White, publisher of the) 
Inland Sentinel, Kamloops, B. C., 
has been elected chairman of the 


papers Advertising Bureau. Other 
officers elected are Lang Sands, 
| vice-chairman, and A. W. Lundell, 
| secretary-treasurer. L. C. Way) 
‘was re-appointed bureau advertis- | 
ing representative. 


Swanson Adds Product 


C. A. Swanson & Sons, Omaha, 
has added whole canned chicken 
to its list of canned ready-to-serve 
poultry products, which include 
chicken fricassee, boned chicken 
and boned turkey. The whole 
chicken, packed in 3 lb., 4 oz. 
tins, generally retailing below $2 
will be backed by local and na- 
tional campaigns, using news- 
papers, national magazines and 
outdoor posters. 


To Doring & Schmitt 


Doring & Schmitt, New York, 
has been named to handle the ad- 
vertising of the perfume and’! 


flavor materials of Fleuroma, Inc. | 


British Columbia Weekly News- | 


Heard Any Gum 
‘Spots Lately? 


New YorK—This will probably 
|surprise nobody who listens to 
daytime radio but in November 


of this year more people remem-_| 
bered hearing Dentyne spot an-| 
/nouncements than any other brand 


|of chewing gum. 
Pulse, Inc., 


had heard chewing gum advertis- 
ing on the radio lately—either 
spots, programs or jingles — and 
which brand. 

Some 25.8% 
tyne. 


remembered Den- 
Adams Chiclets was a close 


’} second with 23.4%. It was a sharp 


drop to the next in line with Peter 
Paul Charcoal rating 64% and 
Wrigley’s 4.2% on the memory 
| test. 

However, this was not the sort 
of survey to be of special comfort 
to radio advertisers, even to those 
|in the top categories. Some 237 of 
‘the persons questioned—47.4%— 


interviewed 500 per- | 
sons in New York to ask if they | 


could recall no brands of chewing 
gum which they had heard 
plugged recently. 


Publication Moves 


to 20 E. 35th St., New York 16. 


Book Merchandising has moved | 


53 
Names Brown Ad Mar. 


Steve C. Brown, who formerly 
/operated his own advertising 
|agency in Bowling Green, O., has 
/been appointed advertising man- 
ager of the American Hoist & Der- 
rick Company, St. Paul. 


“BIG SISTER” 


Hooperating 
(Winter-Spring ‘47) 


13. 


ASK JOHN BLAIR 
In Columbus It’s 


163,550 WBNS FAMILIES IN CENTRAL OHIO 


APPLIANCE LEADER 


R. F. Meggee heads the notably 
successful electrical appliance 


distributing firm of Harper- 
Meggee with headquarters in 
Seattle, Washington. “The Pacific 
Northwest enjoys America’s 
lowest electric rates and its 
people have a high average 
This spells an 
uncommonly good market for 
electrical appliances,” points out 


income. 


Mr. Meggee. 


BENDIX, RCA-VICTOR, KELVINATOR — Meggee is the man who 
distributes these famous appliances in the Pacific Northwest. His firm’s 
record shows a thorough knowledge of the markets of this important 
region — and how to sell them. “There is no question about it: The 


Seattle Times SATURATES the Seattle Market,” says Mr. Meggee. 


And this fact is confirmed by scores of alert merchandisers who live 
here ... they concentrate their advertising in The TIMES. 


The Seattle Times is read in more than 7 out of 10 Seattle homes! 
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S &S Love Those Spots, 


various Hearst papers and by the 
jearly ’30s was classified manager 
| of the Chicago Daily News. 


Team Up in ’33 
| 


He and Schwimmer, a_ good 
\classified customer, became good 
‘friends. By 1933, with both their 


$20,000,000 


sell goods. 


Dramatic Commercial | 
Inventors Say Spots 
Can Sell Anything 


By S. R. BERNSTEIN 


Cxuicaco—Spots before the eyes 
are likely to be annoying. So are | 


spot announcements on the radio. | nin oh boy! Old Nick is a won- 


But they sell goods. 

If you don’t believe it, ask 
Walter Schwimmer and R. 
Scott, the 50-50 owners of the 
Chicago advertising agency which 
has placed more than $20,000,000 | 
in spot announcements in the past) 
12 years. 

A lot of people who never heard | 


‘Schwimmer & Scott delight to 
/pour into listener’s ears, because | 


-|in the pit of your stomach like the 


No writer can translate what 


it isn’t what they say, but how 
it’s said, that creates the irrita- 
tion, the remembrance value and 
the sales. From their famous 
“Mama, I want a Salerno butter 
cookie,” to their current hit, “Old 


derful candy bar!” Schwimmer & 
Scott spot announcements hit you 


roll of a too-close kettle drum. 


Enter Radio by Accident 


Messrs. Schwimmer and Scott, 
whose agency now bills something 
over $4,500,000 a year (about half 


of Walt Schwimmer or Jack Scott | of it in space, the other half in | 
would probably love to wring| radio, including programs as well | 
their necks. Sometimes described | as spots), got into the agency busi- | 


jobs looking continually less at- 
tractive, they decided to take a 
stab at the agency business, spe- 
cializing in classified. They soon 
led all Chicago agencies in this 
field, but about a year and a half 
later, all Chicago newspapers de- 
cided to eliminate commissions on 
classified advertising. 

The move put them out of busi- 
ness. But, remembering that 
everyone seemed willing to talk 
about radio and that radio was 
commissionable, they decided to 
see if they could switeh some of 
their classified accounts to the 
new medium. 

They did, with notable success. 
And while their big impress has 
been in the Chicago area (there 
have been times when they have 
had more than 1,000 programs and 


as the entrepreneurs of the irritat- 
ing commercial, they have assailed 
tender ears all over the country 
with a long series of weird noises 
which have probably caused more 
tooth grinding and painful grimac- 
ing than was ever caused before. 
But the boys bear up nobly just 
the same, because the weird 
noises—in spite of everything— | 


ness in desperation, into radio by | spots on the air in a single week 
accident. Schwimmer, a native | in Chicago alone), they have also 


Chicagoan who graduated from. 
Northwestern in 1924, had a num- 
ber of advertising jobs, including 
one with a small agency, before he 
became advertising manager of 
Studebaker Sales Company of 
Chicago. Scott, an Arkansas 


product, sold advertising for 


served such national and big sec- 
tional accounts as La Palina cigars, 
Walgreen drug stores, Schutter 
Candy Company, Coronet maga- 
zine and Fox Deluxe beer. 
During the war, the Office of 
War Information leaned on them 
heavily for spot announcements 


featuring various conservation and 


| | DUICH MASTERS 


CIGARS — 
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use INDOOR 
& OUTDOOR 
WINDOW SIGNS 


Recent surveys indicate that a large per- 
centage of all buying is impulse buying. 
“AMERICAN” Decals, quickly and easily 
applied, help you to create those buying 
impulses on behalf of your product—at 
the point where all your advertising ‘pays 
off’’—the point-of-sale! 

Let us show you how you can use 
“AMERICAN” Decals to cultivate consumer 


OFFICES IN ALL PRINCIPAL CITIES 


American Wecaleomania fo. 


4322 W. Fifth Ave. e 636 Eleventh Ave. 
Chicago 24, Ill. New York 19, N.Y. 


or’ 5s, 


ALL YOUR ADVERTISING 


on the POINT OF SALE 


merican DECAL 


and VALANCE i & 


home-front themes. 


Explain Basic Facts 


A few Weeks ago Schwimmer & 
Scott, not heretofore noted for 
their verbosity on the subject of 
spot announcements, got out a 
little pamphlet, “Everything About 
Spot Announcements.” Without 
modesty, they explained: 

“Spot announcements and the 
weather have this in common: 
everybody has opinions and the- 
ories about them and very few 
,people know what they are talk- 
‘ing about. We thought it was time 
that somebody who was qualified 
to talk about spot announcements 
put down in understandable form 
the basic facts about this tricky 
and much disputed subject.” 

Some other excerpts: 

“Spot announcements use the 
ready-made audience built up by 
expensive programs that precede 
‘and follow the announcement. 
‘Spot announcements have made 
‘fortunes for smart advertisers. 
Spot announcements cost very 
little. Last year, smart adver- 
'tisers spent a total of $103,000,000 
/on spot announcements. 


‘Tricky Little Devils’ 


“. . . Spot announcements are 
tricky little devils. If you listen 
to two examples they may sound 
much alike. Yet one will produce 
a stampede for your product while 
the other won’t even make a po- 


tential customer. 

“. . . It makes no differen 
whether an advertiser is nation 
regional or local. He can ma 
money with spot announcemen .. 
if he’s smart and if the spot 
handled right and scheduled co --. 
rectly.” 

There are only three secrets ‘p 
successful use of spot announ: e- 
ments, the booklet says: shovw- 
manship, penetration and _ time 
buying. Schwimmer & Scott un- 


oO 


R. J. Scott 


W. Schwimmer 


compromisingly asserts its excel- 
lence in all three. 

The agency also claims credit 
for the creation of the dramatized 
spot announcement, on the basis 
of a job it did a dozen years or 
so ago for Lea & Perrins Worces- 
tershire sauce, when it rigged up 
a series of spots featuring George 
Givot in his own inimitable dia- 
lect. Prior to the Givot discs, spots 
had been tied in with news flashes, 
weather reports, etc., but had 
never been dramatized. 


Not Aired Enough 


The Lea & Perrins spots did well. 
But Walt Schwimmer says there 
were two mistakes: They weren’t 
on the air often enough, and they 
didn’t have a recurring theme or 
phrase like “Pepsi-Cola hits the 
spot.” 

The agency’s big success came 
in 1936, when the vile brat with 
her horrible whine went on the 
air for Salerno-McGowan Biscuit 
Company, reiterating ad nauseum 
her “Mama, I want a Salerno but- 
ter cookie.” In less than three 
years, Salerno moved from 17th to 
first place in the Chicago area, 
and has stayed there since. 

“People wrote in by the hun- 
dreds,” Walt Schwimmer says 
wryly, “to get that brat off the 
air. But when they went to the 
store, they bought Salerno butter 
cookies just the same.” 

Aside from the agency’s classic 
insistence that three basic things 
make for spot successes—show- 
manship, penetration and time buy- 
ing—there is at least one other. 
Having secured the right spot, the 
creative phase ends. Never, says 
Walt Schwimmer, use more than 
‘one; to use two or three is prac- 
tically a fatal mistake. 


Can Use for Years 


Use the same spot, over and 
over again. “A really good spot, 
he says, “has a life of two or three 


years, and then it can be used (or 


— 
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. 
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demand—by identifying your dealers, and 
glamourizing your brand name with eye- | 
catching colors and designs. Send for free | 
illustrated folder showing how and where | 
other successful advertisers are using 

“AMERICAN” Decals to increase sales! 
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AS FAST AS 
SPORT 

MAGAZINE * 
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American Decalcomania Co., Inc. 
4322 Fifth Ave., Chicago 24, Ill. 

() Please send Free Illustrated Folder 


[] We are interested in Window Signs 
Velences | *Sport is now selling over /2 million monthly, 95% 
| newsstand. Guarantee goes from 400,000 to 
are | 500,000 starting March 1948. Contract ad- 
City Zone... State vertisers in before Dec. 20, 1947 enjoy 
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three or four years more if it’s 
hypo’d up a bit. You can take this 
as gospel—the client gets tired of 
his spot before any one else.” 

The most successful user of spot 
announcements is the advertiser 
whose product has a rapid turn- 
over and is largely bought on im- 
pulse, such as soft drinks, candy, 
cigarets and chewing gum, says 
Mr. Schwimmer, “but we believe 
that anything that sells under a 
dollar is a cinch for a good spot 
campaign.” 

S&S creates its spots by ear. 

Creative work on a spot cam- 
paign starts with the writing, by 
one or more of the agency’s dozen 
radio commercial writers, of per- 
haps 50 suggestions. By the time 
these 50 go through the wringer 
the first time, there are probably 
15 left. Successive wringer opera- 
tions get the number down to five, 
or six, or perhaps eight. Then all 
five, or eight, as the case may be, 
are recorded. And eventually, up 
pops the winner. 


Make No Changes 


Not two winners, or three. Just 
one. And out over the air it goes, 
repeated without change for a 
year, or two, or maybe three. Fre- 
quently S&S tests a “spot” first by 
running it in three or four mar- 
kets for 13 to 26 weeks—in order 
to prove to the client that a spot 
announcement campaign will 
work. 

Then comes the matter of ‘‘pene- 
tration”—an attempt to set up 
precisely the proper number of 
spots over each station and in each 
community to provide the neces- 
sary element of repetition and 
penetration without waste. Too 
few spots, the agency believes, 
can’t accomplish much; too many 
are simply wasteful. The possible 
patterns are endless, depending 
upon the size of the community, 
number and comparative strength 
of stations, and other factors. 

Still to come is the matter of 
actual buying. And spot buying, 
S&S insists, is far harder than 
network buying, because the 
wanted spots are always gone. 
S&S follows the “irritating” pat- 
tern in this regard as well as in 
creative activities. It takes the 
best of a bad set of availabilities, 
and starts immediately letting the 
stations know that it is unhappy 
—frequently before the schedule 
has started at all. After a sched- 
ule starts, it double checks all sta- 
tions at least two or three times 
a month. And presumably, after 
its campaign has been running for 
a while, the schedule gets closer 
and closer to the S&S idea of per- 
fection. 


Not Worried Over Code 


Walt Schwimmer wasn’t wor- 
ried about the effect of the 
projected new broadcast code on 
Spots, even before the NAB board 
voted to delay implementation of 
the code. Independent stations, he 
points out, get a bigger percent- 
age of their income from spots 
than they do from programs, and 
he’s sure they won’t do anything 
to jeopardize this income. 
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As far as the influx of new sta- 
tions is concerned, he says flatly 
that most of them are going to 
starve for a while and that thus 
far they have had no appreciable 
effect on either the placing or the 
buying of spots. 

And he adds: 

“For all practical purposes, you 
might as well forget about tele- 
vision, FM and the extra AM sta- 
tions as well. They are not a fac- 
tor in the investment of radio 
advertising dollars. They might 
be some day; they definitely are 
not important now.” 


Airs Basketball Games 


The Wadhams division of the 
Socony-Vacuum Oil Company, 
Milwaukee, will air eight of the 
basketball games of the University 


of Wisconsin over Station WTMJ, 
Milwaukee. Seven are home 
games in Madison and the other 
is with Marquette at the Milwau- 
kee Auditorium. Wadhams also 
is sponsoring 10 television broad- 
casts of Marquette University 
home basketball games on WTMJ- 
TV. 


FC&B Promotes Forrest 


William R. Forrest, account ex- 
ecutive of Foote, Cone & Belding, 
Chicago, has been named execu- 
tive assistant to Fairfax M. Cone, 
chairman of the executive com- 
mittee, and J. Hugh E. Davis, ex- 
ecutive vice-president. 


Kane Names White 

John R. White has been named 
account executive and director of 
distribution of Kane Advertising, 


Bloomington, Ill. 
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MEMBER WESTERN, ASSOCIATED FARM. PAPERS 


publication of a “Voice of Business” 


A precedent among the nation’s newspapers 
was established 13 years ago by The New York Sun with the 


section dedicated to the 


maintenance of a free economy. An authoritative and comprehen- 


sive news setting was provided for companies to define their 
hopes, aims, functions. 


Need for such concerted expression has become 


increasingly manifest. Today, the need for protection of a free 


economy is more vital than ever. 


The evils of ideologies and 


systems incompatible with the American way, stifling to investor 
capital, and inimical to the interests of labor, must be combatted 
by business through constant public enlightenment. 


publish again 


On Monday, January 5, 1948, The Sun will 


its annual “Voice of Business.” A large staff of 


trained reporters and observers are hard at work examining 


and appraising significant trends and happenings, interviewing 
key personalities, bringing into sharp focus the important phases 
and problems of our national economy. 


Plan to have your organization’s 
message in this vital and timely issue. 


SUBJECTS TO BE COVERED IN THE “VOICE OF BUSINESS” 


“FREE ENTERPRISE AND ITS PRESERVATION” 
by Phelps Adams, Chief of The Sun’s Washington Bureau. 


“PRICES” by Carlton Shiveley, Financial Editor of The Sun. 


BUSINESS 
LEGISLATION 
TAXES 

FOOD 

DRUGS 
CEBEALS 


AGRICULTURE 


AUTOS 
PLANES 
RUBBER 
STEEL 
COTTON 
RAILS 


To Be Published MONDAY, JANUARY 5, 


Ohe 


For further information concerning 


SHIPPING DAIRY PRODUCTS 
BANKS SUGAR 
TEXTILES RETAIL 
MINING FURNITURE 
PUBLIC UTILITIES CARPETS 
STOCKS MOTOR BOATS 
BONDS TRAVEL 

OILS BUILDING 
METALS ANTIQUES 
LUMBER LIQUOR 
SMALL BUSINESS BEER-WINE 
IMPORTS RADIO 
EXPORTS TELEVISION 


1948 


NEW YORK 


Represented in Chicago, Detroit, San Francisco and Los Angeles 
by Williams, Lawrence & Cresmer Company; in Boston, Tilton S. Bell. 


"The Voice of Business,” 


write The Sunor contact our listed representatives. 


SOME OF THE COMPANIES 
WHO HAVE BEEN REPRESENTED 
IN PREVIOUS ISSUES OF 
“THE VOICE OF BUSINESS” 


ALUMINUM COMPANY 
AMERICAN CAR AND FOUNDRY 
AMERICAN CYANAMID CO. 
AMERICAN IRON-STEEL INST. 
AMERICAN RADIATOR & 
STANDARD 

AMERICAN SUGAR REFINING 
AMERICAN VISCOSE CORP. 
AMOSKEAG INDUSTRIES INC. 
ANACONDA COPPER 
BEECH-NUT PACKING COMPANY 
BETHLEHEM STEEL 

BLAW-KNOX COMPANY 

BUDD MANUFACTURING CO. 
CANADIAN TRADE & COMMERCE 
COLGATE-PALMOLIVE PEET CO. 
COLUMBIA GAS AND ELECTRIC 
CONSOLIDATED EDISON 
CONTINENTAL CAN COMPANY 
DAIRYMEN’S LEAGUE 

DU PONT 

E. R. SQUIBB AND SONS 
EPPENS, SMITH COMPANY 
FREEPORT SULPHUR COMPANY 
GENERAL CABLE CORPORATION 
GENERAL ELECTRIC 

GENERAL FOODS 

INTERNAT’L BUSINESS MACHINES 
J. WALTER THOMPSON 
LAMBORN & CO. 

NATIONAL BISCUIT COMPANY 
NATIONAL DAIRY PRODUCTS 
NATIONAL GYPSUM COMPANY 
NATIONAL SUGAR REFINING CO. 
PITTSBURGH SCREW AND BOLT 
RADIO CORP. OF AMERICA 
REVERE COPPER AND BRASS 
REMINGTON RAND 

STANDARD BRANDS 

THE CELOTEX CORPORATION 
THERMOLD COMPANY 

UNION CARBIDE AND CARBON 
UNITED STATES POTASH COMPANY 
UNITED STATES STEEL 
WESTINGHOUSE ELECTRIC 
YOUNG & RUBICAM 


And leading companies 
in the following fields: 


AUTOMOTIVE 

FINANCIAL 

INSURANCE 

NATIONAL PUBLICATIONS 
PETROLEUM 

RUBBER 

TRANSPORTATION 
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and its FM outlet, WQXQ, Fri- 
Stock Exchange days at 7:05 p.m., EST. The music 


- is recorded. 
*your DIRECT MAIL* Tells Functions Entering radio on an experi- 
| New York—“The New York mental basis through Gardner Ad- 
the day you want it Stock Exchange is a market place. vertising Company, the exchange 
the way you want it Nothing more. Although it is spe- has scheduled the broadcast for 13 
oe * — . . ° 

‘cially equipped for the efficient weeks. 
Direct Mail Specialists ‘conduct of business . . . although This year’s promotion budget 
ht a ae ° a le it operates under rigid rules and for the exchange is approximately 
sSuan”06=— sl Oda regulations . . . in the final an- $500,000. It has a campaign run- 
@ Addressograph Lists alysis it is still just a place where Ning in 400 newspapers in 300 


cttastensiad Soames buyers and sellers of securities cities. Magazines and farm pub- 


CALDWELL meet.” lications also are included, but 


This is the commercial approach there may be a slight cut in maga- 


LETTER SERVICE being used by the New York Stock zine expenditures. 
5 WEST ONTARIO STREET |'Exchange in its new program aaenmamnent 
ye Seveter Wise Chicago 4 series over WQXR. The market PR Counsel Moves 


is sponsoring “The Concert Hour” Flanley & Woodward, New York 
over the New York Times station public relations counsel, has 
moved to 30 E. 40th St., New 
York. The new telephone num- 
ber is Murray Hill 3-3928. 


'Wieboldt Boosts White 


i W. T. White, sales manager of 
A oo. Wieboldt Stores, Inc., Chicago, has 
habe been named to the newly created 
GEORGE I. HOPEWELL, EASTERN REPRESENTATIVE + 101 PARK AVENUE. NEW YORK position of divisional vice-presi- 
dent. 


P EARL HARBOR signaled war in 1941. Troops 


and industry mobilized. Early set backs occurred in the 
Far East. Then followed the Doolittle raid, Guadacanal, 
D-day, Remagen, and finally victory in all theaters. It 
was the beginning of the Atomic age, of giant factories, 
of the United Nations, and the negotiations that present 
the doubtful peace of today. 


During these years Chicago was acclaimed the leading 
war conscious city. And during these years Partridge & 
Anderson, faced with heavy handicaps and increased 
volume, struggled to meet insertion dates. Continual 
research provided P & A with the Vinylite Moulding 
process—the finest yet developed, and now widely used. 

Partridge & Anderson has gone a long way since 1901. 
It has realized its fondest hope, for today it serves a 
worthy clientele of advertisers—it operates the cleanest 
and most modern plant in America. 


PARTRIDGE & ANDERSON COMPANY 


ELECTROTYPERS + NICKELTYPERS + MATRIX MAKERS ¢ STEREOTYPERS 


712 FEDERAL ST., CHICAGO 5, ILLINOIS 
TELEPHONE: HARRISON 3732 


Studies of Farm Ups Price 100% 


Effective Jan. 1, Nylon Di; 


Radio Audiences manufactured by Robert Smit 


Mfg. Company, Los Angeles, wil 


Vital, Park Says be increased in price from 2 


icents to 50 cents a package be 
Cuicaco—Farm radio program-j| cause of higher cost of materia! 
ming demands more accurate|and production. 
knowledge of the local audience) 
to be reached—and that data is Promotes Smaller Size 
inadequate now—Roy H. Park, Hills Bros. Coffee, Inc., San 
president of Agricultural Adver-| Francisco, is using Californi. 
tising and Research, Ithaca, N. Y.,|newspapers to introduce its ne 
recently told the National As- | half-pound cans of coffee, whic): 
sociation of Radio Farm Editors: | have been added to Hills’ regula: 
“Very few stations today,” he | line of one and two-pound can; 
declared, “can give us any very | and Jars. 
good idea of their present farm | ss i 
audiences either as to size, make- | Rumrill Appoints Harned 
up or listening habits and pref-| Fayette B. Harned has been ap- 
erences.” | pointed art director of Charles |. 
Radio needs, on a local farm|Rumrill Company, Rochester, 
basis, the same kind of readership N. Y., agency. 
studies now being made by the | 
Advertising Research Foundation | 
for the Agricultural Publishers | 
Association on farm magazine | 
readership, the New York agency | 
chief insisted. | 


Must Visit Homes 


| 


Saying that he is skeptical of a 
mail or postcard survey, Mr. Park 
declared that “There is still only 
one way to measure farm audi- 
ences: Experienced interviewers, 
spending plenty of time in farm 
homes—on a sample carefully con- 
structed and rigidly adhered to. 
These interviewers must have the 
proper questionnaires, designed to | 
|break down farmer listening 
habits by 15-minute periods across | 
the whole broadcasting day.” 

Mr. Park expressed the view that | 
radio time sales eventually “will | 
have to be based on audience po-| 
tential to a much closer degree | 
'than today. As long as time is| 
inelastic—and, believe me, it’s go-| 
ing to stay that way—rates will) ; 
have to be elastic.” F 

He said these factors will be-| 
come more evident when the) 
“heavy number” of new AM sta-| 


tions and the “huge number” of 
inew FM stations finally hit the) 
air. “Competition will force it,” | 
ihe predicted. | 


| General Foods | 
Begins Restaurant Means: 
Essay Contest | 


| New Yorx—General Foods Cor-_ wi H 9 

/poration recently announced a) op onor S 

|contest for its institution sales de- | 

| partment, which will bring to! 13 

some lucky restaurateur a trip to) 

the National Restaurant Associa- | ut (N DALLAS 

tion convention in Cleveland April | 

14-17, or 100,000 premium points, | 

and $200 in cash. | —FORT WORTH 
GF’s institutional sales depart-| idee 

ment operates with premium cou- | t 

pons much as consumer coupon 5 

awards are handled: Restaurant) 

/owners and employes, as well as| STATION 

executives of hotels and hospitals, 

save coupons from cases of GF in- WFAA 

stitutional products. The contes- 

tant must write not more than 100 | FR EQUENCIES 

|/words on “What we do to make 820 - 570 

/people talk about our restaurant.” | - 

Run by R. H. Donnelley Corpora- | 


‘tion, the contest closes Jan. 31. 

| Entry blanks were printed in 12| NETWORK S 
‘business papers in the hotel, | NBC - ABC and 
|restaurant and hospital fields in| ‘ 
|'November, and other ads are! Texas Quality 


‘scheduled through January. Ben- 


ton & Bowles is the agency. | @ It’s as easy as 1-2-3 to 


- T 

Gets Peter Pan Account SELL the Dattas ~~ 

Wisconsin Liquor Company,| WortTH MARKET with 
Milwaukee, distiller and bottler of 


Peter Pan wine, liquors and cor- | 
dials, has placed its advertising 
with Schoenfeld, Huber & Green, 


Chicago. Newspapers and radio | 
will be used. radio service of the 


Appoints Shacter | Dallas Morning News 
Fred Shacter, formerly account : 

executive of Hirshon - Garfield, Represented Nationally by 
New York, has been appointed Epwarp Petry & Co., INC. 

| manager of Unique Fibers, New - 


| York, blender of fur fibers for use| 
|in the textile field. ee ee 
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COMING—In this full page in news- 
papers last week, Electric Auto-Lite 
Co., Toledo, announced a complete 
line of new Auto-Lite Resistor spark 
plugs, available soon for original equip- 
ment and replacement on cars, trucks 
and tractors. The regular line will be 
continued, as well. 


Kansas Audience 
Study Indicates 
Wide Differences 


WicH1TaA—Last spring the high- 
est Hooperating among daytime 
shows was 8.2 for “When a Girl 
Marries” on NBC. In sixth place 
was “Breakfast in Hollywood” on 


ABC. 
That may have been the rank- | 
ing in Kansas at the same time. 
But in that state last April a) 
fourth of the listeners called 
“Breakfast” one of their favorite 
daytime shows, against only 5% 
listing ‘““‘When a Girl Marries.” 
How Kansas listeners rated 100. 
daytime shows; their preferences 
for morning, afternoon and eve- 
ning programs, for educational, | 
news, variety and other types of 
programs; the time of day they 
began listening to their sets, the 
stations they listened to most or 
regularly, at different times of the 
day—are all reported in the 11th 
annual “Kansas Radio Audience” | 
survey conducted by Dr. F. L. 
Whan of the University of Wichita. 


Covers 6,419 Interviews 


The study is sponsored by Sta- | 
tion WIBW, CBS. affiliate here. | 
Past studies have covered listen- | 
ers’ attitudes toward radio adver- | 
lising, data on their auto owner- | 
ship, newspaper and magazine} 
readership, etc., and other ma-| 
terial. The 1947 survey is based | 
on personal interviews with 6,419 | 
families. 

The greatest part of the new | 
report is devoted to station cover- | 
age and share of audience. Six- | 
leen breakdowns cover this sub- | 
ec, most showing WIBW as the 
leader. A section on radio sets in | 
homes shows that 91.1% of farm | 
homes have radios, compared with | 
76.1% in 1940, and 96.3% of vil-. 
lage and 98.1% of urban homes | 
rac 1o-equipped. 

1 a section on listening habits, 
the study shows that during four- | 
ho vr test periods 59% of listeners | 
herd only one station, 25.9% 
chioged the dial once, 9.2% | 
ch iged it twice and 5.9% heard 
if or more stations. It shows | 

that 27% of farm radio sets | 
been turned on (and perhaps 
gain) by 6 a.m. 


Vary from U. S. Ratings 


bles on program selection in- 
e, as Dr. Whan observes, that 
its in one class differ sharply 
adults in another in selection 
rograms. The figures suggest 

national program ratings 
d on large city listeners are 
valid ratings for rural sections 
he country, such as Kansas.” 
{ all women questioned, 27.5% 


ne 
Q 


of 


listened to “Breakfast in Holly- 
wood,” by far the highest in Kan- 
sas for network variety shows. 
Curiously, women listenership to 
the show did not vary widely by 
place of residence, age or educa- 
tion. 

More women (15.3%) listened 
to “Ma Perkins” than to “Judy 
and Jane” (14.8%), “Aunt Jenny” 
(third with 6.6%) or other net- 
work serials. A _ separation of 
farm and urban listenership, how- 
ever, shows wide variation—some 


shows getting far more of one or 
the other group. “When a Girl 
Marries,” for example, was heard 
by 9.1% of farm women, by 5.5% 
of village women and by 4.1% of 
urban women (and by 2.5% of 
farmers vs. 1.6% of city men). 


R&R Appoints Fisher 


Clarence Fisher, formerly vice- 
president of John Freiburg & Co., 
Los Angeles, has been named an 
account executive of Ruthrauff & 
Ryan, Hollywood. 
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WENB Promotes Kenney Names Clark-Wandless 


Peter B. Kenney, on the staff of |_ Station WKAQ, San Juan, Puerto 
Station WKNB, New Britain, | Rico, has appointed Clark-Wand- 
Conn., since 1946, has been named | less Company, New York, as its 
commercial manager, with re- United States representative. 
sponsibility for both standard 
broadcasts and WKNB-FM. 


Complete line of artists’ materials 
Art Books 
Artists’ Rubber Cement 
Moulding Rubber 


S S RUBBER CEMENT CO. 
314 N. Michigan Ave. Cen. 3373, Chicage 1 


Telectro Names Agency | 


Telectro Television Corporation, 
manufacturer of television sets, 
has appointed Hanson, Gerber & 
Shaw, New York, as its advertis- 
ing agency. 


Christmas 1947 


hat better time than Christmas 
for every American to reaffirm 
his faith in God and emulate the 
great builders of our nation — 


©God-fearing men—twho turned to praver for guid- 
ance and inspiration. “y Onlu through praver 
and faith can we assure the continuance of freedom 
Without fear—tolerance without turanny—democ- 
racy and lasting world peace. @> Without the 
worship of God, life is stark. On this Christmas 
Day, let us humblu pay homage to Christ who 
humbled himself for mankind. > Let us resolve, 
through Christian fellowship, to do our part to 
maintain the rich heritage of our country and to 
help those less fortunate peoples of the world. 


® 1947-1.P.CO. 


INTERNATIONAL PAPER COMPANY 
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Stillwell Asks Support 


of “meatless and eggless days will 
be retained until the grain needed 


of Food Saving Program to meet the requirements for ship- 


The need and importance of 


continuing emergency measures 


now in effect was reaffirmed in a 


* letter from James A. Stillwell, ex- 


ecutive director of the Volunteer 
Food Conservation program, to 


T. S. Repplier, president of the| 


Advertising Council, Washington, 


yt. 

With the Citizens Food Commit- 
tee continuing as Citizens Food 
Advisory Committee, the program 


ment abroad has actually been se- 
cured,” Mr. Stillwell said. 


Columbia Signs Rooney 


Mickey Rooney, M-G-M_ sstar, 
has signed a long term contract 
with CBS, which is readying a 
radio show for him. Sam Taylor, 
magazine writer, will create an 
adventure series for Rooney, who 
will begin his broadcasts in mid- 


February. 


‘Adams Joins NBC 


David C. Adams has been ap- 
pointed assistant general counsel 
of National Broadcasting Com- 
pany. He will work with Charles 
R. Denny, new NBC vice-presi- 
dent and former FCC chairman, 
with whom he was _ associated 
while assistant to the general 
counsel of the FCC. 


Names Basford Agency 
| Smith Incubator Corporation, 
| Bucyrus, O., has named the Cleve- 
|land office of G. M. Basford Com- 
pany to handle its advertising. 


» T.B.A. sales, he declared: 


Sees $1.7 Billion 
Market for Tire, 
Battery Sales 


Shell Oil Exec 


Urges Improved 
Selling Program 


Cuicaco — The total potential 
market for tires, batteries and ac- 
cessories will reach $1.7 billion 
this year and $1.9 billion by 1952, 
G. L. Switzer, manager of the re- 
tail department of Shell Oil Com- 
pany, New York, told the Oil In- 
dustry T.B.A. Group here last 
week. 

Of this surprising total, using 
percentages as shown by 
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| Management and direction, cannot 


| be matched as the most convenient 


;and natural place to sell the auto- 
/motive needs of the car owner.” 

But whether these outlets will 
realize their potential is question- 
|able. Mr. Switzer estimates that 
‘only $294,000,000 of the $402,000,- 
000 potential will be realized this 
_year, and only $379,000,000 of the 
‘estimated $579,000,000 will be 
‘achieved in 1952. 

If the oil companies hope to 
| better these estimates and obtain 
‘more of the potential volume, they 
;must, according to Mr. Switzer, 
develop a genuine interest in the 
T.B.A. line; improve the caliber 
of all types of dealers; improve 


ordering, warehousing, delivery 
and inventory control systems; 
guarantee customer satisfaction, 


|}and back it up; increase advertis- 
|ing expenditures for T.B.A. goods; 
| develop more aggressive market- 
|ing and merchandising organiza- 


the|tions to handle T.B.A. sales, and | 


tion to do so. However, some dis 
tricts are said to have as many a 
25% of the deaiers actively en 
gaged in selling this merchandise 

No catalog of the merchandis: 
is yet availabie, but the compan, 
plans to publish one early nex 
year. 

National advertising of the ex- 
panded accessory line has not yet 
appeared, although mat servic 
are available to dealers who wis} 
to promote items locally. 


Appoints Loudon Agency 

Henry A. Loudon, Advertising, 
Boston, has been appointed t. 
handle the advertising of Whee- 
lock, Lovejoy & Co., distributor o;{ 
standard and special alloy steels. 
Business papers and direct mai! 
will be used. 


Brown Adds Account 


Angel Novelty Company, Fitch- 
burg, Mass., has appointed Arthu: 
F. Brown Associates, Boston, as 


Hearst survey on consumer buy- show T.B.A. profits on the balance | advertising counsel for a campaign 


ing habits, he indicated that serv- 
ice stations will have a total tire, 
battery and accessory potential of 
$402,000,000 this year and $579,- 
000,000 in 1952. 

However, Mr. Switzer declared, 
most service station dealers are 
still “babes in the woods” insofar 
as retail merchandising is con- 
cerned; and, for the most part,'the 
oil companies have just started to 
lay the groundwork necessary for 
a successful T.B.A. sales program. 

Using tires as an example, Mr. 
Switzer pointed out that there has 
been a tremendous increase in tire 
sales through service stations in 
the past 18 years. While less than 
1% of the replacement passenger 
car tires sold by the tire industry 
were marketed through service 
stations in 1929, today 20% are 
sold through oil industry tire pro- 
grams. 


Hits Rental Problem 


Mr. Switzer attacked one of the 
touchiest problems in oil com- 


|pany-service station dealer rela-_ 


‘tions when he insisted that, 


are still being charged on gasoline 
volume alone (usually 1 cent per 


gallon). It was not until the start | 


of the recent war, he said, that the 
petroleum suppliers gave thought 
to broadening the rental base to 
include the sales of non-petroleum 
merchandise. 

After reviewing the history of 
“Today, 
the service station, under proper 


Don't need ‘em. Our great attraction is 
100% service for prosperous home- 
makers. That screens out the amusement 
hounds screens in over 3,000,000 
families whose big interest is home and 
family. Those 3,000,000, spending bil- 
lions a vear, are the heart of vour 
market. Is your story there when 


they're looking for ideas and help — in 
Better Homes & Gardens? 


in | 
many cases, service station rentals | 


| sheets. 
| ‘Filling Station Gone Forever’ 


“The filling station of the past,” | 


he said, “is gone forever. In the 
service stations of today lie big 


nent and profitable business. It 
has all the requirements to pro- 
vide the customer with his auto- 
motive needs. The T.B.A. program 
offers an opportunity to add fur- 
ther income—for both the dealer 
}and the oil company.” 

In answering arguments that 
service stations should not sell 
|non-automotive lines, J. C. Ham- 
_mond, vice-president in charge of 
|sales for Franklin Transformer 
| Mfg. Company, Minneapolis, de- 
_clared: ‘We in the service station 
|field are definitely in many non- 


|automotive lines already. So let 
/us not say ‘shall we or shall we} 


/not handle non-automotive items?’ 
| Let us just be selective, and dis- 


/cuss those that we might or might 


/not want to handle.” 
Phillips Expands Line 


The T.B.A. discussions regard- 
|ing the desirability of offering a 
|complete appliance line came a 
|'week after the first’ annual Na- 
tional Farm Show at the Coliseum 
here, where Phillips Petroleum 
Company exhibited its greatly ex- 
panded line of appliances and big 
|ticket merchandise. 

| One of the first oil companies 
to offer appliance merchandise to 
its dealers, Phillips decided to 
enter the field on a big scale two 
years ago. Today, the company 
lists over 1,500 different items 


| which it will sell dealers for re-| 


| sale. 


They include home freezers; 


|Servel refrigerators; the complete | 


Thor washing machine and ironer 
line; radios, which may eventually 
carry the Phillips 66 brand name; 
bicycles and other wheel goods; 
travel goods; housewares, includ- 
ing juicers, cutlery, thermometers, 
kitchen chairs and tables; toys; 
sporting goods, including the 
South Bend line of tackle; clocks; 
outboard motors by 
boats; sprayers; paint; ironers and 
other small appliances, and gar- 
den cultivators. 


To date, only the freezer and | 


lawnmowers carry the Phillips 
brand name, but the company may 
soon include other items. 


Requires Service Setup 


Idea behind the Phillips move, 
which caused raised eyebrows and 
skeptical remarks throughout the 
industry at the time of its in- 
auguration, is to provide addi- 
tional sources of profit to the serv- 
ice station operator. Before sell- 
ing refrigerators, freezers or radios 
to a dealer, however, the company 
insists that he make arrangements 
locally for servicing. 

The company does not plan to 
insist or even suggest that a dealer 
carry one or more items of its line 
unless he has the room in his sta- 


opportunities for a sound, perma- | 


Champion; | 


\to promote its new line of up- 
|holstered booth chairs and For- 
|mica-top tables. 


One of the Most 
Inspirational Books 
On Advertising 

Ever Written! 
A "Must" in the Library 
of Every “Ad-Man"! 


| 
| 
| 


| 


| 
} 


If you haven’t bought and read a copy of 
Jim Young’s The nay of an Ad Man as 
ts time you did, to put it flatly! 

ith more than 4,000 copies sold already, 
and as a standard bibliographical refer- 
ence in advertising libraries, The Diary of 
an Ad Man is a source of constant in- 
spirational reading and re-reading for es- 
tablished advertising craftsmen .. . a8 
well as providing an enlightening message 
for the. tyro.. 


In it one of the country’s best known ad- 
vertising men has put down, day by day, 
for eighteen months in the most critical 
period of advertising history, what he 
saw, felt, did, thought and read . and 
with the gift for words, wit and wisdom 
as only Jim Young possessed. It is not a 
technical book, but 578 different day-by 
|day inspirational records of messages, 
and ideas to help you understand more 
clearly and thoroughly what advertising, 
business and life are all about. 


Be sure and order a Orr. for yourself, i» 
case you haven't read The of an 
Ad Man. If you're an advertising exec: 
tive, get copies for your staff—it'll be « 
excellent investment. 


SINGLE COPIES $3, postpaid 
(25% discount for 5 or more copies) 
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PACKED SHEETS—These are the new containers developed for Dan River Mills 

sheets, with the object of providing an attractive package and avoiding the 

necessity of wrapping sheet purchases. The two-sheet box has a fold-out die cut 
handle for easy carrying. John A. Cairns & Co., New York, is the agency. 


Pilot Weekly Study 
of Readership Is 
Released by ARF 


New YorK—Women marked up 
a higher readership score than 
men in sports news and other edi- 
torial material in the Hancock | 
County Journal study, results of 
which were released by the Ad- 
vertising Research Foundation | 
here last week. 

The men questioned in the pilot | 
weekly newspaper study, how- | 
ever, frequently scored higher | 
readership for the advertisements | 
than the ladies. | 

While the study was made 20 
months ago, in April, 1946, release 
of the information was timed to 
coincide with current discussions 
on the advisability of the pro- 
posed Continuing Study of Weekly 
Newspapers. 

The April 11 issue of the Car-| 
thage, Ill., newspaper, with a 
circulation of 3,597, had a total | 
readership of 9,900, or 2.76 read-| 
ers per subscriber family. Of the 
2.76 average, 1.29 were males and | 
1.47 females. 


Tests Research Techniques 


Primary purpose of the pilot} 
study was the testing of research 
techniques believed to be best 
suited to readership studies of | 
weeklies, and the _ foundation 
warns that readership figures for 
this paper may not be typical of 
weekly newspapers as a whole. 

Forty-nine per cent of the in-| 
terviewees were farm dwellers, | 


and 51% lived in communities. | 
Men were found to read more 


general news stories and editorials, 
but the average readership of 
women for all pages of the meas- 
ured issue topped that of the men 
by four percentage points. 

A local furniture store’s 1,270- 
line ad took top readership honors 
with 50% of the men and 74% 
of the women indicating they had 
read it. A 1,020-line ad of Sears, 
Roebuck & Co. drew 63% of the 
males and 39% of the females. 
Best-read national ad was a 351- 
line display for Phillips 66, with 
a readership score of men-48% 
and women-33%. 


Gross Forms Agency 


lark Gross & Associates, ad-| 
ve-tlising agency, has been organ- 
269 in Indianapolis, with offices | 
he Board ef Trade Building. 
M rk Gross, who heads the com- 
4 Y, was previously with the In- 
di‘ napolis News and assistant ad- 
ve lising manager of Magnavox 
© npany, Fort Wayne. Mrs. Flor- 
» Johnson Connor is secretary- 
surer of the agency. 


C»ens Poster Contest 


he 14th annual Cleveland stu- 
‘€ ts’ poster art exhibit contest, 
v' ch will be sponsored by the 
C ‘eland Chamber of Commerce, 
‘© been opened to any student in 
~ School in Cuyahoga County, 
’. The subject for this year’s con- 


test is horticulture. Entries should 
be sent to Room 412, Board of 
Education building, Cleveland, by 
March 29, 1948. Prizes totaling 
$600 will be awarded. 


FOUR GREAT PUBLICATIONS TO FE 


Used together as a “package” 
they will put your sales story 
before the largest available 
coverage of marketing, sales, 
merchandising, and advertising 
executives concerned with 
moving goods or selling serv- 
ices to the nation’s industrial 
and consumer markets. Com- 
bination rates make this “pack- 
age” as economical as it is 
complete. 


THE ADVERTISING FIELD 


“ADVERTISING PUBLICATIONS, INC. 
THE LARGEST PUBLISHING HOUSE SERVING 


PUBLISHER OF ADVERTISING AGE 
INDUSTRIAL MARKETING « CONSUMER AND 
INDUSTRIAL MARKET DATA BOOKS 
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... like California without the 


BILLION DOLLAR VALLEY OF THE BEES 


see 
= 


*Sales Management's 1947 
Copyrighted Survey 


NATIONAL REPRESENTATIVES ...O’MARA & ORMSBEE, INC. 
+ SAN FRANCISCO 


NEW YORK 


SACRAMENTO VOTED 
TOP TEST MARKET 


Sales Management's 1947 survey of 
test markets shows that in the 
opinion of agency space buyers and 
national advertisers, Sacramento 
leads the entire country as a good 
test market! 

Naturally one of the reasons 
given for choosing prosperous Sac- 
ramento was “good coverage b 
newspapers.” That's putting it mild- 
ly—The Sacramento Bee is home 
delivered to 9 out of every 10 fam- 
ilies in the ABC city zone. 


* LOS ANGELES 


- DETROIT - CHICAGO 


Are you doing a good business in California’s 
Valley market? You should be, because retail 
sales there keep climbing all the time. In 
fact, total annual retail sales for the Billion 
Dollar Valley now top San Francisco’s by a 
whopping 250 Million.* 

Yes, this is a fast-growing market. But, 
remember, it’s also an independent market— 
separated by distance and by local interests 
from the coastal areas. 

Consequently, to reach and to sell Valley 
people you need strong Jocal newspapers. Put 
The Sacramento Bee, The Modesto Bee and 
The Fresno Bee to work for you. This trio of 
McClatchy papers reaches far more people in 
California’s Billion Dollar Valley than any 
competitive combination, local or West Coast. 


M°CLATCHY NEWSPAPERS 


THE SACRAMENTO BEE 
THE MODESTO BEE 
THE FRESNO BEE 
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60 
K&E Elects Chatfield 


George I. Chatfield, former as- 


sistant advertising manager of) 


Lever Brothers, Cambridge, Mass., 
has been elected a vice-president 
of Kenyon & Eckhardt, New York. 
Mr. Chatfield, who joined the 
agency last May, was associated 
with Lever Brothers for 19 years, 
working on the initial five years 
of Spry advertising and later di- 
recting Rinso and Lifebuoy cam- 
paigns. 


Industrial Area on Earth! 


Coal Industry Campaign 


May Be Expanded in ‘48 


Association Boosts 
Dues, Takes Over 


Soft Coal Unit 


WASHINGTON — An expansion of 
the coal industry’s advertising and 
public relations—possibly into na- 
tional radio—was considered a 
real possibility here following in- 
dustry action broadening support 
of the Bituminous Coal Institute, 
public relations arm of mine own- 
ers and operators. 

Now in its fifth year, BCI is 
spending a little less than $1,000,- 
000 annually. Some $400,000 of it 
is for advertising, largely in news 
and business magazines. 

Increasingly aware of their 
public relations difficulties, mine 


Coal Association, and to include 
BCI assessments in National Coal 
Association dues. 


May Win New Members 


In 11 trade publications reach- 
ing all phases of the coal industry, 
the association is bringing the BCI 
program to the attention of the 
industry. Although its member- 
ship accounts for two thirds of 
national bituminous coal tonnage, 
NCA believes the ads will bring 
new members—or educate less 
progressive members who may re- 
sent the increased dues. 

Speaking before the American 
Public Relations Association here 
Monday, BCI Public Relations Di- 
rector Ralph C. Mulligan conceded 


that his 
“small potatoes” compared with | 


Ate 


Advertising Age, December 15, 19 


industry’s spending 


steel, railroads and others with 
comparable problems. 

He said BCI is trying to show 
that the coal industry is “in fact” 


is improve the miner’s lot. 


_ Nearly half of BCI’s budget go. s 
'to public relations work with t).. 
| press, school teachers, civic grou); 
‘and others. BCI photographe:. 
|and writers try to provide ti. 


| progressive, is “in fact’ doing a press with accounts of new mine 
owners voted last month to make | 8004 job. He said records show communities counteracting “t)\. 
BCI a department of the National | Phenomenal advances in mine) misrepresentation” that miners 


| 


safety in 25 years; that mines “are 
not death traps,” and that mine 
communities are not “Tobacco 
Roads.” 


Some Bad Conditions 


Under vigorous questioning, he 
admitted that bad conditions con- 
tinue to exist in old mine areas 
of Pennsylvania, West Virginia 
and Kentucky. The situation 
leaves the industry with a serious 
public relations problem, he said. 

“Should we abandon these 
workings, or should we do the 
best we can for the relatively 
short time that we will continue 
to use them?” he asked. Even in 
old areas, he claimed, better roads, 
stores and amusement facilities 


a . 
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_are badly housed and exist in poy- 
|erty and misery. 


| Tries Daily Broadcast 


Since Congress reassembled, 
BCI has experimented with a 
daily broadcast, “Congress Today,” 
with newsman Al Warner at the 
microphone. Confined for the 
present to Mutual’s outlet here, 
WOL, it is beamed at members of 
Congress, government officials, 
Washington newsmen and others 
“to whom what happens in Con- 
gress is of deep interest.” 

In his talk to APRA, Mr. Mulli- 
|gan told how this news program 
| had been carefully constructed for 
|its special audience appeal. Its 
|one-minute commercial is in the 
| form of a coal story from the day’s 
‘news. If successful, this radio 
| venture may be extended on a na- 
tionwide basis, Mr. Mulligan indi- 
| cated. 

BCI does not contemplate an 
'immediate expansion of its pro- 
gram, Mr. Mulligan told Apbver- 
| TISING AGE, but the new setup may 
make increased activities possible 
/some time in the future. 


B&B Handles Account 


Currently, contracts are being 
-extended with general and trade 
publications on the _ 1947 list 
/Changes, if any, will not come 
| within the next six months. Ben- 
'ton & Bowles has been the BCI 
agency through the past three 
| years. 
| BCI’s magazine list includes 
Business Week, Look, Newsweek, 
Pathfinder, Time and United 
States News. The trade list in- 
cludes American Coal Journal, 
Black Diamond, Coal Age, Coal 
Dealer, Coal Herald-Stoker & Air- 
conditioner, Coat Mining, Fuel 
Digest, Iron Age, Mechanization. 
| Mining Congress Journal, Retail 
|Coalman and Saward’s Journal. 
| BCI directs special attention to 
'educators, Mr. Mulligan - said, 
through teachers’ publications and 
exhibits at teachers’ conventions 
|It offers films and literature on 
|coal. In a single week, he said, 
|more than 3,500 units containing 
(80,000 pieces of printed literature 
-are mailed from BCI headquart- 
| ers. 


| on 
-Wexton Installs Two 


Layout Services 


The Wexton Company, New 
York, industrial and graphic ‘e- 
‘signer, has installed two layou! 
services designed primarily ‘0! 
publications operating within a 
limited budget and covering ‘'< 
layout of editorial as well as «<- 
vertising matter. This new s  \- 
ice is a result of a survey of »% 
magazines and house organs ©: '- 
pleted by the Wexton Comp) 
which revealed that 57% of tren 
are laid out by members o! §¢ 
editorial staffs and 69% have 110! 
improved their format or the “e- 
sign of their house ads in the as 
seven years. ; 

Larry Schwartz, director o! thé 
service, said that the two | 
will allow many magazines to ™- 
prove their format and adve 's- 
ing matter. The company “!! 
prepare the entire layout and 
ished art work of a publica 0” 
every issue for a fixed fee u (¢! 
one plan. Under the second 4! 
it will modernize the publicat * 
format, submitting suggestion 
improvements and estimate © 
what they will cost. 


Mart Starts House Orc ' 


The Merchandise Mart, Chi 5! 
has launched a= semi-mo: ') 
newspaper, entitled “The 
chandise Mart Reporter,” 
distributed to the’‘tenants, 
offices and employes of firn 
the building. 
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FOR SAFETY—Mayor Martin Kennelly of Chicago (left) congratulates Harlow 
Roberts, vice-president, Goodkind, Joice & Morgan, Chicago, for his work as 
chairman of the Chicago Federated Ad Club's public service committee, which 


won the Chicago Safety Council award 
Stores and CFAC 


CFAC Public 
Service Drive 
Wins ‘47 Award 


Cuicaco — The Greater Chicago 
Safety Council has awarded the 
Chicago Federated Advertising 
Club a distinguished service award 
for its help in promoting auto 
safety through advertising, it was 
announced at the CFAC’s Dec. 4 
meeting. 


The award, annnounced by Har- | 


low P. Roberts, vice-president of 
the club, was the only one of its 
kind made by the safety council 
and represented the first public 
recognition of the work of the 
public service committee, which 
was set up in 1946. 

The ad campaign in behalf of 


the safet il handled by | 
9 cage yy one e A The advertising clause 


Clayton G. Cassidy, advertising 


for service. William T. White, Wieboldt 
president, looks on. 


British Industry 
fo Get Voluntary 


‘Ad Reduction Plan 


Ad 'Tax' Withdrawn 
but May Be Revived 
in April Budget 

| By F. A. MARTEAU 

| LonpOoN — The British govern- 


peers has put it up to the Fed- 


eration of British Industries to 


effect a voluntary plan of trim- 


ming “wasteful” advertising and 
thus avoid a proposed “advertis- 
4 g tax.” 

in the 


manager of Peoples Gas Light g | budget proposals was tossed out 


as coordinator. | 


Coke Company, | Chancellor 


Other members of the public serv- | 


ice subcommittee on the 1947 cam- | 


Dec. 4. Sir Stafford Cripps, new 
of the Exchequer, 
withdrew the controversial 


| 
| 


be headed by I. J. Pitman, a mem- | 
ber of Parliament. 

The actual framing of “Clause | 
9,” submitted along with the 
budget proposals Nov. 12, in- 
dicated that those responsible for | 
it knew little about the intricacies | 
of advertising, and had not thought | 
it necessary to seek enlightenment 
elsewhere. The estimated $320,- 
000,000 “cost of advertising” was 
not explained. 

Underlying purpose of the 
clause, however, was quite clear. 
The government hopes to win a 
reduction of all good will adver- 
tising and product copy which re- 
minds Britishers of goods now} 


available only or mainly for ex- 
port. 


Appoints Jones Frankel 


Jones Frankel Company, Chi- 
cago, has been appointed to handle 
the advertising of James H. Smith 
& Sons Corporation, Griffith, Ind., 
manufacturer of photographic 
equipment. Magazines and busi- 
ness papers will be used. 


Cowan Joins Doolittle 
Bruce Cowan, formerly produc- 


ition and office manager of Tri- 


angle Advertising Agency, Chi- 
cago, has been appointed general 
manager of Doolittle & Co., Chi- 
cago direct mail company. 


Yo! Auy amateur cau set 


FOTOTYPE 


All letters in eoch bine oe quickly as- 
sembled and automoncally aiigned in 
special composing stick ready to paste 


to the finished ort Ideal for heads. 
Available in wansparent or opaque 
letters. This ad set with Fetotype in just 
25 minutes! WRITE FOR FREE CATALOG 


<2 | 
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BEGINNER'S LUCK ? 


- 
sg 
y. 


Houston now HAS 
AMERICA’S FIRST 


BIG NEW DEPARTMENT STORE 


Foley’s huge new 
block-square, $12,- 
000,000 _ air-condi- 


SINCE 1929! 


aim were Leo H. Rosenber ,| ‘Clause 9” before discussion could 
ae Cone & Belding and Le’ | be started in the House of Com- 
vinis 's. Griviverte of the Adver- | mons, explaining that he was will- 
tising Council’s Chicago office. Mr.|"8 to permit the federation to 


tioned department 
store has no win- 
dows and uses wall 4 
space for perimeter gf 
stock rooms. 


Roberts heads the club’s public 
service committee. 

The safety campaign blanketed 
almost all available media during 
the fall months this year. 


Urges Chicago Campaign 


Mayor Martin H. Kennelly, in 
a talk before the club, urged that 


manufacturers here use their di-| 


rect mail pieces, package labels 
and other media to promote Chi- 


cago to. other industry and as a/} 


800d place to live. 

He suggested that the CFAC, 
which has successfully aided in 
publie service drives, could de- 
velop a comparable promotion 
program to benefit the city. Merely 
placing “Chicago-made” on labels 


would help, the mayor suggested. | 


He pointed out that Chicago’s | 
reputation as a gangster-ridden 
city has not been entirely elimi- | 
nated. 
have an obligation to help build 
the city and should do so in their 
reg lar business wherever pos- 
sib’, Mayor Kennelly declared. 


Joins Marketers, Inc. 


hn H. Pugh, formerly with 
raik Oxarart Company and The 
- ers Company, has joined 
“ctor of media and research. 
‘uco, Ine., Los Angeles, maker of 
‘© ning compounds, has appoint- 
€d \larketers to handle its institu- 
No: al and industrial advertising. 


Ger Wood Appoints 

_* B. Hill has been appointed 
Sen ral sales manager, and R. F. 
worth, general service man- 
of Gar Wood Industries, De- 


age 
tre 


Advertisers located here | 


‘draw up a voluntary plan of 
‘scaling down advertising. 

He warned, however, that the 
matter may come up again in 
April, 1948, when a new budget is 
prepared. That, apparently, will 
depend on the success of the fed- 
eration in getting the advertisers 
involved to cut their expenditures. 


Sees $40,000,000 Fund 
| While functioning of the so- 
|called “advertising tax”’ never was 
fully explained, the government 
/had estimated at $320,000,000 the 
|“cost of advertising” which it op- 
|posed. It set at $40,000,000 the 


=> SEE HOUSTON IN THE HEADLINES 


“(In Houston) at 12:05 Monday, Oct. 20, Mayor Oscar Holcombe cut a ribbon 
and Foley’s, America’s first big new full-line department store since 1929, opened 
to a surging crowd . . . The customers came of a city that hardly knew a peer 
for growth and promise . . . The city had the largest population and the biggest 
retail sales volume in the entire South. It was the world’s largest shipper of oil, 
cotton, and rice, and the third ranking deep-sea port in the nation. Houston was 
a city that had so much to build that it poured cement by night as well as day.” 


amount it hoped to collect in taxes | 


‘by limiting the amounts which 
/companies could deduct as adver- 


|tising expenditures. 


\lowable as “legitimate expenses,” 
while the remaining half was to 
have been paid out of profits al- 
|ready taxed. Export and trade 
|publication advertising would 
‘have been exempted, and, it was 
|explained later in the House, so 
| would catalogs, circulars and other 
| direct mail. 

The tax was aimed at advertis- 
|ing in newspapers, all periodicals 


|}and signs. 


| 
Committee to Be Named 


| The executive committee of the 
|Advertising Association had 
warned government leaders that 
|it could not set up a tax plan 
| which would have the support of 
ithe various groups in advertising. 
The whole matter has now been 
|dumped in the lap of a committee 
'yet to be appointed, which will 


|other than export and trade media, | 
‘eters, Inc., Los Angeles, as |'movies, outdoor posters, placards | 


The clause would have made} 
jonly half the advertising cost al- 


| 
| 


| 
| 
| 


| 


— Newsweek, November 3, 1947. 


=> SELL HOUSTON IN The Chronicle 


Houston, by far the South’s largest and richest market, continues to grow very 
rapidly — but its growth is sound. The Chronicle, Houston’s leading newspaper, 
reaches all corners and levels of this rich market with exceptional efficiency. 


It is a matter of record that The Chronicle, for 34 consecutive years, has been 
first among Houston newspapers in both advertising and circulation. 


The Houston Chronicle 


LARGEST CIRCULATION IN TEXAS 


R. W. McCARTHY 
National Advertising Manager 


THE BRANHAM COMPANY 
National Representatives 


HOUSTON’S LEADING NEWSPAPER FOR 34 YEARS 


The Houston Market is sold 
when your story is told 


. in The Chronicle 
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62 
Opens NY Office 


To facilitate and expand the 
promotion effort in the U. S. for 
travel in Great Britain, the Travel 
Association of Great Britain and 
Northern Ireland will open new 
offices at 475 5th Ave., New York, 
on Jan. 1. Louis S. Law has been 
appointed the association’s U. S. 
manager. 


REACH THE 


*The Post is edited for 
the active, alert-minded 
half of Cincinnati— 
young, wide-awake read- 
ers who make space 
dollars produce greater 
results. 


incinnati 
Post 


reaches 56% oF CINCINNATI 


—— 


When Walter Milton Swert- 
fager moves in as a vice-president 
and member of the plans board 


on Dec. 15, he will bring to this 
agency long ex- 
perience in four 
industries — to- 
bacco, oil, liquor 
and cosmetics— 
which provide 
the bulk of 
L&M’s billings. 

In his 25 years 
in advertising, all 
of them centered 
in New York, 
Walter has cov- 
ered a lot of 
ground in just five places: Vac- 
uum Oil Company (now Socony- 
Vacuum), Lord & Thomas (now 
Foote, Cone & Belding), Seagram 
Distillers Corporation, Ward 
Wheelock Company, and for the 
past six years Walter M. Swert- 
fager Company. 

The invitation from Phil Len- 
nen and Ray Vir Den to join L&M 
in a top executive spot came at 
a time when Walter was discuss- 
ing a merger of his own agency 
with one of 18 others. 

Walter’s acquaintance with po- 
tential advertising themes began 
early. He was born in Utica on 
June 28, 1900, where his father 
owned a cigar and chewing to- 


W. M. Swertfager 


~~ 
: 
: 


ih 


GAZETTE 2ND PAPER 
9 mos. ‘47 304,267 205,950 
1946 363,649 245,716 
1945 315,035 255,403 
1944 191,303 155,592 
1943 174,714 131,184 
1942 136,320 128,702 


# 


lide See a He : 


ISING | 


-. . AND (ST IN 
SCHENECTApy 


“The Gazette ranked FIFTH in 
es U. S. in Automotive Adver- 
is on Media Records’ 1946 
“Tet Fifty” list of weekday 
morning papers. 


i i i i i i i i i i i i i i i iin i i i, i, i, i i, i, i, i, | 


You Ought toKnow.. « 
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submitted and he (“It was a 
damnfool thing to do,” said he) 
rewrote them himself to their 
satisfaction. Thus, instead of be- 
ing merely an account executive, 
'the client insisted that he write 

|all the ads. 
Walter M. Swertfager 5, Diecut. 
|outdoor posters, business papers, 
|three commercials and 30 tie-ins 
|for the network show and three 


| 
bacco factory. (A maternal an- local programs. At odd moments, 


|cestor, Duke Philip Isador d’Aprix,| through long grinding weekends, 
| fled 
of Lennen & Mitchell, New York,|} French Revolution. 


to Germany during 


the Walter also found himself writ- 
King Louis/ing such things as financial ads 


XVI started with him but was | for Henry } Doherty & Co. (Mr. 


caught at the border.) Doherty sold stock as well as 
While still in grammar school, | gasoline) and booklets and other 
Walter stripped tobacco and pasted sales promotion material. 
union labels on cigar boxes for In his eight years with Lord & 
$1.05 a week. (Some years later,) Thomas, where he was a stock- 
at Lord & Thomas, he assisted,|/ holder and member of the radio 
from personal observation, in the | committee, he also worked on 
development of the Cremo cigar | several other accounts, including 


M\iwas “stuffy,” he announced his | 


a | 
f)|next day he received a call from 


theme: “Spit is a horrid word | McGraw-Hill, with Ed Kobak, but 
... but it’s worse on the end of|Cijties Service was his main re- 
|your cigar.” He had seen some) sponsibility. 
25 of his father’s cigar-makers| One theme he conceived was 
‘seal their handiwork with spit.) |“don’t let gum in gasoline rob 
He also read the advertising for|your engine of power.” It at- 
theater programs, among other tracted, among others, L. B. Davis, 
media, which his father wrote for | then Ohio sales manager for Cities 
Swertfager’s cigars. ‘Service, who had had _ trouble 
In 1910 the family moved to lining up dealers in that area. 
Brooklyn where Walter finished | Koolmotor gasoline ranked 30th 
public school and later was grad- jn sales there. He decided to raise 
uated from Alexander Hamilton the price of Koolmotor (a non- 
High School. He took a commer- ethyl but high octane gasoline) 
cial course there. With some help to a four-cent premium, or one 
from his own summer jobs, the cent higher than Ethyl gasolines, 
family managed to finance his way and enlisted Walter’s help in a 
through St. Lawrence University super $250,000 campaign in Ohio. 
‘at Canton, N. Y., where he majored Walter laid out a program built 
|in English and minored in psy- around his “gum in _ gasoline” 
| chology. campaign involving newspapers, 
| In Brooklyn he had gone out barnside and 24-sheet posters, and 
for athletics, including shortstop 
in semi-pro baseball, but at St.) cinnati—which 
Lawrence his activities were) dealers and lifted Koolmotor from 
mostly mental. He was press | 30th to second place. 
agent for the dramatic society,) That was in 1935. Two years 
editor-in-chief of the monthly later, when Davis had become 
alumni magazine and at the same vice-president and general sales 
time business 
student weekly. 
Walter’s St. Lawrence record! join him as director of advertising 
was sufficiently impressive to at- and promotion. Walter did so, 


signed up the 


tract the attention of an old grad,! later adding also the direction of 


Eben Griffiths, for many years| merchandising and public rela- 
advertising manager of Vacuum |tions. When the $3,000,000 Sea- 
and then Socony-Vacuum Oil gram account was switched, 


in charge of sales. /on it. 


This meant copy for | 
for magazines, | 


a half-hour show on WLW, Cin-| 


manager of the|manager of Seagram Distillers 
Corporation, he asked Walter to 


in | 
/||Company. In Griffiths’ department 1940, from Warwick & Legler to 

he became assistant to William C.;Ward Wheelock Company, 
|Gittinger, now CBS vice-president went along as account executive 
(At Lennen & Mitchell this 
|| Advertising was expanding in experience will stand him in good 
a \various directions then. One of|stead in his supervision of the 
s||them was radio. When higher-|Calvert and Carstairs accounts.) 
#\ups at Vacuum picked a network 
mM | program which Walter thought 


he 


Fourteen months later he left 


Wheelock, and one week befor: 
Pearl Harbor formed the new 
agency of Swertfager & Hixon. 
Harold Hixon had been with hi) 
at Wheelock. When Hixon with- 
drew and returned to the agenc, 
business in his hometown 
Springfield, Mass., Walter carricd 
on alone (with the help of a staff 
of 28), building the agency ‘0 
$2,000,000 annual billings. 

The largest account was tiie 
Conference of Alcoholic Beverave 
| Industries. The “Old Judge” cam- 
paign which Walter created and 
wrote ran in some 4,000 smal] 
daily and country weekly papers. 

A more recent account (June, 
1946) was A. Sartorius Company, 
Inc., owned by Helen Neushaefer, 
which sold nail polish to syndicate 
stores, but which had never ad- 
vertised. 

Nail polish, Walter thought, 
was being advertised too much on 
a romance-and-glamor basis. 
Wouldn’t real reason-why copy 
be more effective? He made sur- 
veys and tests, which showed that 
a major gripe women had about 
nail polish was chipping. 

Walter got Helen Neushaefer to 
develop an ingredient to help pre- 
vent this. It was called Plasteen. 
Plugged in advertising copy, be- 
fore it appeared on the labels, 
women asked for Plasteen nail 
polish. It revolutionized the in- 
dustry and, within a year, Walter 
|said, most major nail polish brands 
‘either had introduced or revived 
chip-prevention ingredients in an 
|effort to check the newcomer. 
| Walter is taking none of his 
|accounts with him to Lennen & 
Mitchell. Between liquor and to- 
bacco and oil and cosmetic prob- 
lems there, he hopes to find time 
to see more of his wife and twin 
16-year-old boys in Scarsdale, 
polish up his golf, and maybe even 
read some detective stories. 

He hopes to solve some even 
tougher problems in his second 
quarter-century in advertising. 


Airline Names Buchanan 


Buchanan & Co., Los Angeles, 
has been appointed to handle the 
advertising of Western Air Lines, 
effective Jan. 1. Fred M. Jordan, 
executive vice-president, will su- 
pervise the account. 


Ayer Appoints Byron 
Ted Byron has been named 
West Coast consultant for motion 


pictures and television operations 
of N. W. Ayer & Son. 


| intention to quit. That was in 1929. | 
The word got around fast. The 


the late L. Ames Brown of Lord 
& Thomas & Logan. Thomas F. 
Logan had just died and Albert 
Lasker had chosen Brown as 
president of the agency. Brown 
had handled the Cities Service 
account, but as president there 
were a lot of other matters to 
attend to. 

One of these matters Walter 
bumped into right off the bat. 
Brown kept him waiting nearly 
two hours, and then hired him as 
Cities Service account executive 
in 10 minutes. The reason for the 
|two-hour wait, it seems, was that 
| Ames Brown was being filled with 
instructions by George Washing- 
|ton Hill of American Tobacco. Mr. 
|Hill was not a man to be inter- 
| rupted. 
| Cities Service was spending 
jabout $2,000,000 a year. Network 
|radio rates and coverage being 
considerably less then, the Fri- 
day evening musical “hour” did 
|not take so large a part of the 
total budget as the program 
| (changed but little down through | 


G 


REYNOLDS.-FITZGERALD, INC., Nel. Representatives 


SCHENECTADY 


AZETT 


| the years) does as a half-hour | 
now. Crosley then ranked it sixth | 
in listenership. 

On his first official visit to Cities 
Service Walter found that the)! 
powers-that-were didn’t like cer- 
tain ads which the agency had. 


. 


YB. 


» AFYR 


comes in loud and clear in a larger area 


350 KC 5000 WATTS 
NBC AFFILIATE 
BISMARCK, NO. DAKOTA 


than any other station in the U. S. A. 
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for : ‘ ; . by the American Hotel Association | hotel designing field in 1933, and 

=e ‘Sell America Squibb Promotes 7 Hotel Designer to aggregate more than $1 billion. | gradually —— into bay Rees 

xo dE a viee-peniaalt ol ER. gunn | ie ds Dri The '48 schedule will include space | velopment of all types of publi 

him Abroa ” xport & Sons "New York, since 1945, has, xpan s rive in Fortune, Hotel Bulletin, Hotel beers tie ‘halls roy Krupaieh & 

rith- Ad A U d been appointed general sales man-| Sr. Lovis—Design Incorporated Management, Hotel Month ly, Hotel | pvr tarenenang Sac theudies te ae 

enc, men re rge ager. He has been with Squibb will back up its claim of being World-Review, Nation's Business, se pea’ 

of New York—A hard-hitting cam- | for 25 years. “America’s most experienced hotel Time and Pacific Coast Record, | vertising . 

ried paign to “sell America” abroad —_—— designers” with the largest adver- and a gn gen ee | 

Staff and counteract growing ill will Ab n Names Thomas "5!" campaign in its history in Typical of the latter is 5 ‘Names Klemtner Agency 

y to and antagonism is being urged ramso (1948. Magazines, business papers rate brochure displaying the Cn | Kremers-Urban Company, Mil- 
upon the Export Advertising As-| Raymond B. Thomas, formerly anq direct mail will be used. pany’s new quarters, remodeled |. Kee, pharmaceutical manu- 

the sociation and its members as in. | See, Deer of | The program is aimed at the! out of an old south St. Louis facturer, has placed its advertising 

rage dividual advertisers. | a See eae Ervin oR ‘impending hotel building and brewery. with Paul Klemtner & Co., New- 

cam~ The urgency for such a drive is| Abramson, Milwaukee agency. modernization program, estimated! Design Incorporated entered the ark, N. J. 

and set forth by Henry R. Webel, 

small chairman of the group’s informa- — — 

pers, tion committee, in an editorial in = ae Ai ~~ oe 

June, the December issue of Export Ad- » eh ee 

sany, vertising News. The same issue —._.- . ° . 

iefer, carries a report on anti-American ; a a 

licate feeling in Latin America by Ed- : 

* ad- ward Mazzucchi of Fuller & Smith _ 
& Ross at the EAA’s October 

ught, meeting. 5 

eh on Opposition to the U. S. in Eu- 

iSis. rope and Latin America undoubt- ae 

copy edly is “carefully nurtured in — 

 Sur- certain quarters,’ Mr. Webel says, 

| that and it cannot be successfully 


about fought “by government counter- 
propaganda, by congressional 


fer to junkets or by trying to bribe our- 
) pre- selves into the hearts of the peo- 
steen. ple.” 

, be- “It seems to us, however, that 
abels, we who are engaged in export ad- 


nail vertising are ideally prepared and 
e in- equipped to take up the chal- 
Valter lenge,” he adds. “We have an ex- 
rands cellent opportunity to set the rec- 
Vvived ord straight by including the mes- 


in an sage of Americanism in our sales 
r. message. 
wf his “Domestic advertising has long 
ren & since realized its educational force 
id to- and it is daily called upon to ex- 
prob- plain our system of free enterprise 
| time to the American people. Is it not, 
| twin therefore, the next logical step to 
‘sdale, extend this activity beyond our 
P even borders where it is, if anything, 
even more sorely needed?” 
- even OR PEE TE 
a Hand Directs Sales 
for Cluett, Peabody 

E. O. Hand, manager of the New 
man York sales office, has been pro- * 
ngeles, moted to general sales manager of ye 
lle the Cluett, Peabody & Co. He suc- “si 
Lines, ceeds B. T. Leithead, who has been = 
ordan, named vice-president in charge of Zl 
ill su- sales. a 


Harry W. Tatman, Atlanta sales 

office manager, has been named 

} head of the New York office, and 
Jay R. Cochrane of the sales pro- 
named motion department, New York, re- 
motion places Mr. Tatman in Atlanta. All 
rations @ changes are effective Jan. 1, 1948. 


Boosts Ad Rates | . P P P P 

York, because of increasing pro “Who gives himself with his gifts serves three, 
duction costs, has announced an ‘ s s 

warrs tease, of ‘approximately 12% Himself, his needy neighbor, and Me. . . 

TE the March, 1948, issue and a 15% 


AKOTA Increase in circulation guarantee, 
from 325,000 to 375,000. 


* 
a 


- 


Maybe the truth of this slightly paraphrased quotation “hits home” a little 


+ . , . - 
1rec Named Dravo Ad Chief more forcefully at Christmas than at any other time of year. It’s an intimate 
William H. Collins, assistant ad- . . 
vertisiag manager of Goott Paper season .. . filled with generous urges, self-forgetting impulses, spontaneous 
Company, Chester, Pa., since 1937, . es . 
A has been appointed director of deeds, revealing a spirit of “love thy neighbor” ... And yet, what great hope 
‘ . advertising of Dravo Corporation, , . ‘ , o¢ tt . 
industrial and marine construction, for all mankind there is in the growing evidence that this spirit of “good will 
Pittsburgh. 4 


— 


toward men” lives constantly in the hearts of men! It is shown whenever the 
call for help in serving human needs may come—from Red Cross, Community 
Fund, from the many, many causes through which we serve “ourselves, our 
hungering neighbor” and Him whose anniversary we are now commemorat- 


| ing . . . and it may be demonstrated in the daily conduct of business. 


ENGRAVING COMPANY 
Master Craftsmen of Photo - Engraving % 


ADOULCPH F. BUECHELE ° 


. ° President 


2001 CALUMET AVENUE - CAL. 4137 - CHICAGO 16, ILLINOIS 
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‘Pic’ Appoints Gray Variety Stores to Meet 

Harold E. Gray, formerly with The National Association of 
Esquire, Inc., has been named na- _ Variety Stores will hold its annual | 
tional advertising manager of Pic,| convention and merchandise fair | 
published by Street & Smith Pub-| at the Sheraton Hotel, Chicago, 
lications, New York. Feb. 3-6. 
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per column inch. Regular card discounts on multiple 


HELP WANTED 


to p WAN 


A Rare Opportunity for a 
Successful Business Paper Salesman 


A major territory on one of the leaders among Industrial 
publications will be open January |. Located in Central 
West. 


Requirements are: College trained (preferably Mechanical 
Engineering, although not essential) with at least 5 years 
actual experience selling business paper space. Must be of 
the highest integrity and capable of handling a large vol- 
ume of running business, and in addition, be able to develop 
further the rich territory placed in his charge. 


The job pays well—should be most attractive to any top- 
ranking salesman selling Industrial business paper advertis- 
ing. It is permanent and offers real opportunities for in- 
creasing earnings year to year. 


Tell us of your experience—your performance against your 
present competition—your earnings—plus brief personal de- 
tails. Send photograph which will be returned by mail or 
at time of interview. 


This opening rates tops among Advertising Sales jobs. It 
should attract the best salesman in the business. Your letter 
will be opened personally by the publisher and will be kept 
strictly confidential if you so indicate. 


Address Box 6897, ADVERTISING AGE 
330 W. 42nd Street, New York 18, N. Y. 


SALES REPRESENTATIVE WANTED 
POINT-OF- SALE “ADVERTISING 


Our 45-year old firm, one of the largest producers of Point-of-Sale 
advertising, has openings in Cleveland and several other choice terri- 
tories for high calibre sales representatives. Must be aggressive, cre- 
ative type, familiar with merchandising and dealer advertising. Wide 
acquaintance with sales promotion and advertising managers of most 
important advertisers in your locality is necessary. If you can qualify, 
here is an opportunity for a profitable, permanent career in an estab- 
lishd field. Our line includes: 


WINDOW, COUNTER AND FLOOR DISPLAYS 
. . .« CARDBOARD CUT-OUTS . . . ANIMATED 
AND LIGHTED DISPLAYS . . . FIBRE, PAPER AND 
CLOTH BANNERS, PENNANTS AND SIGNS .. . 
MYSTIK SELF-STIK SIGNS . . . MYSTIK ECONO 
SIGNS FOR TRUCKS . . . MYSTIK SPECIALTIES 
. . . MYSTIK SELF-STIK PRODUCT IDENTIFICA- 
TION SIGNS . .. MYSTIK CHEK TABS. 


We have a complete sales promotion service to assist you in making 
sales, including a creative department that can handle the job com- 
pletely. Write us today. Tell us about your past and present opera- 
tions, territory you cover, lines you handle and accounts you sell. 


Chicago Show Printing Company 
Showmanship In Point-of-Sale Advertising 
2635 North Kildare Ave., Chicago 39, Illinois 


MARKETING 
KNOW-HOW AVAILABLE 


A PLUS that goes with demon- 
strated creative ability and note- 
worthy sales record — both per- 
sonal and organization-wide. A |, 
tight-packed package of full 
rounded ovt marketing experi- 
ence, well learned through 20 
years as Marketing Research Di- 
rector — Sales Coordinator — Pro- 
motion Mgr.—Editor—Public Re- 
lations, and Agency Copy Chief. 
All with top ranking organiza- 


COPY WRITER 
WANTED 


WE NEED a young man, with a 
couple of years’ actual copy writing 
experience on foods, industrials, or 
general accounts. 


WE OFFER a good, straight copy job 
on leading accounts in these fields. 
Medium-sized Eastern 4A agency, has 
added 10 accounts in 1947, staffed by 
young men, known for stability. 


SALARY: Open; profit-sharing, bonus, 


tions. Available in versatile wadien ofens 

working type executive. Prolific P Maken 

idea man and writer. Astute WRITE FOR’ INTERVIEW: tell us 
analyst. Well traveled. Know your background, accounts served, 
markets and people. Excellent salary needs. All applications confi- 
sales instructor and public dential. 

speaker. Top executive inquiries 

invited. Box 6900, ADVERTISING AGE 


Box 6899, ADVERTISING AGE 


100 E. Ohio Street, Chicago II, Illinois 330 W. 42nd St., 


New York 18, N. Y. 


POSITIONS OPEN 


| With agencies, advertisers, publish- | 
\ ers, 


ete., 
No obligation to register. 
FRED J. MASTERSON 
Advertising and Publishing 
Personnel 
20 yrs. previous adv. exp. 
/185 N. Wabash FRA. 0115, Chicago 
Newspaper §| Space Buyer, age 25-35, 
|for Chicago headquarters of nation- 
| wide retail organization. Knowledge 
jor 
jing required. Write giving positions 
|heid, references, and salary neces- 
‘sary. Send photo. Replies strictly 


| confidential. 
ADVERTISING AGE 


Box 9307, 
100 E. Ohio St., Chicago 11, Ill. 


ADV ERTISING & PUBLISHING _ 
ALL TYPES OF POSITIONS 
| Punduasuae anywhere in the 


United States 
GEORGE WILLIAMS—Personnel 
209 S. State St., Har. 2063, Chicago 


| Wanted—Display Salesman for pro- 
|gressive Ohio Daily. 16,000 circu- 
| lation. Prefer young person 
some newspaper experience who is 
the way up. Give complete de- 


| tails. 
} Box 9308, ADVERTISING AGE 
Ohio St., Chicago 11, Tl. 


= 
- 


_._ 100 E. 


L U CAS PERSONNEL 
Agency—Digby 9-0860 
140 Fulton St., N.¥.C. 7, N. Y¥. 
Specializing in finding 
those hard-to-fill positions 
in advertising and allied fields 
N.Y.C. and nation-wide contacts made | 
Resumes Invited 


~ ADV ERTISING MANAGER 
SPACE SALESMAN 
This leading national magazine in 
the man’s field has two outstanding 
opportunities for the right men in 
our midwestern sales territory with 
offices in Chicago. 


| 
i If 


you are on the sunny side of 40, 
|seeking a job where results are in 
direct proportion to your ability 
jand effort—where you will have 
|full control of your own future and 
possible life time security, you may 


be our man. 
You may now be with an advertising 
jagency or another publication, but 
if you are a seasoned space sales- 
man and have the ability to direct 
|the work of others—write and tell 
jus about it. 
All replies will be held in the strict- 
est confidence, Please state ex- 
pected salary. 
Box 9310, ADVERTISING AGE 
100 BE. Ohio St., Chicago 11, Ill. 
MONARCH PERSONAL 
Advertising—Graphic Arts 
National Coverage 
Agencies in 38 Cities 
28 _ E. Jackson Blvd. C hicago 4, Ti. 
Mail order copywriter for 
iChicago advertising agency. Will 
|}consider only copywriter having 5 
years or more experience writing 
for mail order firms, correspondence 
| schools, or-agents’ companies. Good 
isalary; splendid opportunity. Write, 
giving experience, age, starting sal- 
ary required, Confidential. 
Box 9313, ADVERTISING AGE 


wanted 


100 E. Ohio St., Chicago 11, Il. 
WANTED IMMEDIATELY 
|ART DIRECTOR ............. $7,000 

Industry: Exc. oppty. large org 
| PRODUCTION LAYOUT ...... ’ 
Agency experience essential 
1(3) COPYWRITERS ...... $5,200 up 


Agcy. exp. Men & Wom. Cons. Inds. 
EDITORIAL & MAKE UP..... $5,200 
Pub. wkly. mag. approx. 150 pages 
(2) ART SALESMEN $5,200+ 
Sell to Adv. agecys. Photo ete. 
COPYWRITER 
Male or Female, M.O. Exp. Des. 
Write, Wire or Phone HAR. 9800 
P. J. STEPHENSON 
CASTLE & ASSOCIATES, INC, 
5th Floor 220 S. State St. 


Assistant Editor—Young — man with 
experience in preparing dummy, 
editing copy and .supervising pro- 
duction. Excellent future for capa- 
ble man on staff of large trade 
paper in Chicago. Write fully as 
|} to experience and qualifications. 
Box 9314, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


Industrial C opy writers..... to $5,000 
Account Executives ......... Open 
Layout Artists ,500-$5,200 
|Production Manager ......... $4,000 | 
SHAY AGENCIES 
| 30 W. Washington 


wn 
Lig 


RATES: 60c¢ per manage minimum charge $3. Cash with order. Figure bold face heads (maximum two lines) 
25 letters and spaces per line; light body face 34 per line. Box mumbers add two lines. Copy deadline 
Thursday noon, 11 days preceding publication date. Display classified advertisements take card rate of $10 


for both men and women. | 


newspaper space buying or sell- | 


with | 


Chicago 2, m. | 


insertions and space over 5S inches apply on display 


HELP WANTED 


~ GOPYWRITER 
|Creative copywriter with at least 
5 years agency experience in writing 


|good, sound copy and developing 
|ideas from basic facts. This posi- 
|tion is for a seasoned advertising | 
|}man interested in being copy chief | 
|with a real future in our growing 
| agency. Salary will match your 
| ability. 


} JONES FRANKEL COMPANY 
| 180 N. Wabash Ave. Chicago, Il. 


PRODUCTION ASSISTANT 

| Adv. agency needs capable, experi- 
enced man or woman to assist pro- 
duction manager on national ac- 
counts. Must know mechanical en- 
graving procedures, have all-around 
|production know-how. Splendid op- 


portunity. 
ADVERTISING AGE 


Box 9315, 
100 E. Ohio St., 


SALES PROMOTION 


|ON REFRIGERATORS for manufac- 
}turer, midwest city. Creative idea 
man for liaison between product 
| Sales manager, agency and general 
|}promotion manager. 
sales experience 
dealer desirable. 


with distributor or 

Write full details. 
Box 9316, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Il}. 


SALES PROMOTION 


ON RADIO-TELEVISION for 
facturer, midwest city. Creative idea 
|man for liaison between 
jsales manager, agency 
| promotion manager. Radio sales ex- 
perience with distributor or dealer 
|desirable. Write full details. 

Box 9317, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill}. 


manu- 


and general | 


POSITIONS WANTED 


~ Ape ERTISING PROMOTION 
Advertising manager experienced in 
copy, direct mail, salesmen’s aids, 
|circulars, catalogs, wants position 
/in larger company with 
and opportunity for advancement. 
Will locate anywhere. 

Box 9306, ADVERTISING AGE 

100 FE. Ohio St., CL ‘hicago 11, Th. 


PUBLICITY, PU BL Ic REL ATIONS 
EXECU TIVE 

National reputation, experienced all 
phases Public Labor, telations, 
House organs, Direct mail, Promo- 
tion, Administration. 

Box 9309, ADVERTISING AGE 
330 W. 42nd St., New York 18, _N. _Y. 


EXPER. WOMAN COPYW RITER 
Special aptitude effective sales let- 
ters industrial, jobber, dealer copy, 
direct mail hard and soft lines. 

Box 9311, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, I1l. 


ADVERTISING PRODUCTION man, 
experienced in all phases of graphic | 
presentations, desires position § in 
New York or points West. Practi- 
cal plant experience with printing | 
and engraving. Art and layout and 
design experience. Now 
available in January. 
Box 9312, ADVERTISING AGE 

330 W. 42nd St., New York 2m 2. 2. 


REPRESENTAT ATIVES SAV AIL ABL E_ 
REPRESENTATIVE AVAILABLE > 
Ex-Naval officer, college graduate, 
24 years old, desires to represent | 
Chicago, Detroit, Cleveland or any 
Mid-West or West Coast Advertis- 


ing Agency in New England on sales 
and service. 
Box 9273, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Tl. 
MISCELLANEOUS 
If you would like your r own, high 
income, but easily learned office 
business, write for free details to- 
day. FRANKLIN CREDIT SCHOOL 


Dept. 215-N, Roanoke 7, Virginia. — 


|Mich. Ave. Superior 4827. 


| We are in the market for business 
papers that are, or can be, published 
lin the South or Southwest. Will re- 
| tain publisher or staff in deal if in- 
| te srested. Ali replies held 
tial. 

Box 9269, ADVERTISING 

100 E. Ohio St., 


AGE 
Chicago 11, Il. 


Shubart Quits Shwayder 


Harry E. Shubart has resigned 
|as advertising manager of Shway- 
der Brothers, Inc., Denver and 
Detroit manufacturer of Samson 
all-purpose folding tables and 
folding chairs, and Samsonite lug- 
gage, effective Jan. 1. He will de- 
| vote full time to his public rela- 
tions business, which is located at 
718 Colorado building, Denver. 


Appoints Morgan Agency 

Raymond R. Morgan Company, 
Hollywood, has been appointed to 
handle the consumer advertising 
of Pacific Chemical Company, 
manufacturer of Hy-Pro bleach | 
and other products. ‘Starting with | 


a series of newspaper and outdoor | 


teasers, 
and 


intensive 
campaign, 


an 
trade 


include magazines, outdoor, radio, 
'trade publications, point-of-sale 
displays and give-aways. John H. 
Riordan Company, Los Angeles, 


handles the company’s industrial | 


advertising. 


CBS Adds Studio 


CBS Hollywood has leased the 
audience studio at 6000 Sunset 
Radio Center for production of 
/network shows. The 
studio will be known as the CBS 


Sunset Playhouse. The new studio | 


brings the total to five audience 
studios now available to CBS in 
| Hollywood. 


Hamlin Appointed A.M. 
Elbert B. Hamlin, 


launched this month. Media will | ‘pany, Forestville, Conn. 


Chicago 1 11, Til. 


Refrigerator | 


product | 


challenge | 


FOR RENT—Smartly decorated near- | 


north side Chi. office space—partly | 
furnished, spacious. Ideal for small 
publisher, reps, writers, PR Org., | 
ete. Over 400 sq. ft. Just off North 


confiden- | 


300-seat | 


in charge of 
consumer | market research, has been given 
centered | the additional post of advertising | 
chiefly around Hy-Pro bleach, was | |manager of Haydon Mfg. Com- | 


Cut Ad Budgets in 
Sellers’ Market, 
Says Hoffman 


Cuicaco—“Today, in those fie]: ; 
where demand exceeds supply, r.- 
straint in advertising expenditur :s 
is definitely called for,’ Paul <;. 
|Hoffman, president of the Stud. - 
| baker Corporation, declared here 
| Dec. 5. 
| Speaking before a conference of 
the National Society of Sales 
| Training Executives, Mr. Hoff- 
| man qualified his remark as he 
said: “But we should be pre- 
pared to spend the money we are 
‘saving now when the going gets 
‘rough. 

“When depression threatens,” he 
|said, “it is up to the sales execu- 
| tives of America to intensify—not 
| reduce—market pressures and thus 
keep the will to buy alive in the 
|hearts of American business and 


| consumers.” 
Cites ‘Boom-Bust’ Problem 
Mr. Hoffman declared that one 


-|of the two most important prob- 


|lems facing America today is a 
|solution of the boom-bust cycle 

ithe other being the European re- 
|covery plan. To solve the alter- 
inate prosperity and depression 
| problem, he said, “it will take the 
collective wisdom of all of us— 
government, business, labor, agri- 


—j|culture and the educators—to help 


us work our way toward our 
goal.” 
However, he insisted, ‘“‘there is 


no money magic, no one formula, 
no one cure for the boom-bust 
cycle.” Mr. Hoffman was optimis- 
tic, however, that the government, 
|Americans in general, and sales 
| executives in particular can, “by 
adopting appropriate measures,’ 
| hold the drop between peaks and 
| valleys to fluctuations of 20%, “or 
perhaps 15%.” 

| “T° suggest,” he said, “that our 
|basic objective should be the de- 
velopment of governmental and 
business policies which would 
‘continuously and almost auto- 
|matically moderate both the up- 
ward and downward swing in the 
| business cycle.” 


employed, | 


Merit Names Agency 

| Merit Products, Inc., Los An- 
|geles, maker of Sand -O- Flex 
|sanding wheels and abrasives, has 
appointed Dozier - Graham - East- 
man, Los. Angeles, to handle its 
advertising. The schedule includes 
Popular Mechanics, Popular Sci- 
ence and a list of business papers 
in the wood and metal working 
industries. 


Have 
5 Great Copy Ideas 


for a CIGARETTE, a FOUNTAIN PEN 
a TOOTH PASTE, a COSMETIC and « 
NEW RADIO SHOW 


One of the country's abler copy wr! 
ers—labeled "finest" by the dean o! 
American Advertising — can supe 
power your entire agency copy ope 

tion. Among the above ideas may 

the shining answer you have huntec — 
or we'll tackle your current copy pr‘ 
lems from scratch. | have never fai 
to create the "standout" selling ic 
for any product | ever worked 

Available on consultant or salary ba 
|| Invite me in — we'll generate co 
|| excitement at first meeting. 
| 


Box 6896, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. 


<7 » a. 


144 


Opportunity 
for Young Copywriter 


The young man we are looking “for 
probably under 30 with some experie 
and a desire to develop his talents 
both copy and contact. Some agency 
radio commercial experience desira 
but not essential. State background, « 
cation, age and salary bracket in 
reply. 


BOX 6898, ADVERTISING AGE 
100 E. Ohio Street, Chicago II, Iilir 


| 
| 


| —_ 
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Says Change Is 
Only Sure Thing 
in Merchandising 


Cuicaco—‘There is just one) 
factor that we can feel sure about | 
in merchandising, and that is 
change,” J. A. Holland, manager | 
of store design and engineering | 
for the B. F. Goodrich Company, | 
told the Oil Industry Tire, Battery | 
and Accessory Group at its annual | 
meeting here last week. 

Speaking on the problems of co- 
ordinated merchandising, Mr. Hol- | 
land emphasized the necessity for | 
adequate and effective displays to | 
help service station operators meet | 
the terrific competition in the tire, | 
battery and accessory (T.B.A.) | 
field. 

“Very rarely,” he said, “are we} 
so fortunate as to be in a position | 
to build the salesroom around the | 
merchandise we would like to dis- | 
play. Actually, the confines of) 
our salesrooms play a major role 
in the display, and even in the 
selection of our merchandise.” 


Urges Eye-Level Displays 


Only after the decision as to'} 
what and how much of each item | 
of merchandise has been made, | 
said Mr. Holland, can a display be | 
fitted into the limited space avail- | 
able. Once these decisions have | 
been made, the fixtures should 
then be designed around displays. | 

Mr. Holland made a plea for) 
eye-level displays, sensible mod- | 
ule fixtures with clean lines and 
neutral colors rather than special- 
ized fixtures, and centralized fix- 
ture procurement. He also em- | 
phasized the importance of raising 
the illumination level inside the | 
salesroom to make merchandise | 
visible from the street or drive- | 
way, thus eliminating window dis- | 
plays. “We see with light and we | 
sell with light,” he added. 


Marx Replacing 
Paar Wednesdays 


New YorkK—The Groucho Marx 
“You Bet Your Life” program for 
Elgin American division of Illinois 
Watch Case Company will join 
ABC’s Wednesday night ‘power- 
house” list Dec. 31. 

The Marx comedy-quiz show. 
will take the 7:30-8 p.m., EST, 
spot occupied by the Jack Paar 
show for American Tobacco Com- 
pany. Paar is being dropped. 

With Eversharp continuing 
Henry Morgan this month and the 
Morgan rating improving some- 
what, it appears likely ABC will 
maintain its Wednesday night 
line-up of comedy variety shows. 
Abbott and Costello’s co-op show | 
and Bing Crosby’s show for Philco, | 
as well as “Vox Pop” for Ameri- 
can Express and Noxzema’s 
“Mayor of Our Town,” are on the 
line-up. 


NRDGA Appoints Judges 
for ‘47 Ad Contest 


‘he appointment of judges of 
100 best retail newspaper ad- 
vertisements of 1947 was an- 
nounced recently by Howard P. 
Abrahams, manager of the sales 
romotion division of the National 
Retail Dry Goods Association, 
‘ew York. 
he judges are: V. Edward Bor- 
president, Vincent Edwards, 
‘ Kenneth Collins, vice-presi- 
Burlington Mills Corpora- 
Dr. Charles M. Edwards, 
1, New York University School 
Retailing; James W. Egan Jr., 
-president, Toledo Blade, and 
ident of the Newspaper Ad- 
lilsing Executives Association; 
rge Grinham, advertising man- 
, St. Louis Globe-Democrat, 
director of NAEA and of the 
eau of Advertising; H. Ford 
ne, merchandise director, Life; 
ridge Peterson, editor, Printers’ 
Ralf Shockey, director, 
“icver-Both Company; Herbert G. 
man, advertising director, 


ro ee 


'the winners will be exhibited at| 
‘the 37th annual convention of the | 
|NRDGA Jan. | 


‘on American Home Products ac- 
|/counts at W. Earl Bothwell, Inc., 
|New York, has joined the copy 


/Roche, Williams & Cleary. 


Pittsburgh Post-Gazette and chair- | 
man, NAEA-NRDGA coordinating | 
committee. They will make their 
selections early in January and 


12-16 at the Hotel! 
Pennsylvania, New York. 


Dickely Joins RW&C 


J. J. Dickely, former copy chief | 


staff in the New York office of 


Joins MBS Sales Statf 


Bob Wilson, formerly commer- 
cial manager of Station WALE, 
Albany, Ga., has joined Mutual 
Broadcasting System’s co-op sales 


department in Chicago. 


|newsprint prices were raised $6 

to their present level. 
Even in announcing 

would hold the line for January 


Holds Newsprint 
PUseer Seren Corned: “buco te aon 


New YorK — The American | March 1 a price advance, perhaps | 
Newspaper Publishers Association |0f substantial amount, seems un- | 
has received assurances from Con-|@voidable because of continuing 
solidated Paper Corporation that|Sharp advances in our production | 
the present base price of $90 a ton | Cost.” 


for newsprint will be continued — aa 

for the first two months of 1948.| Canadian Linage Up 

But Abitibi Power & Paper Com- Canadian Daily Newspapers As- | 
pany Ltd., Montreal, has an-|sociation reports that daily news-| 
paper advertising showed a gain | 


nounced that on Jan. 1 it will : 
raise prices $6 a ton to $96. |of 19.6% during October, and a| 


In its announcement Abitibi | 84in of a Bes during the first 10) 

z ..|months o is year as compared | 

would Be "atm or ahe fost asta the comparable periods of 

the of 1948 The 3 | 1946. National advertising in-| 

months of . he increase 's | creased 13.5%; classified, 15.3%, | 
the first since April, 1946, when'and local, 25.2%. 


Consolidated 


that it 
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K&E Promotes Rayburn 


William Rayburn, copywriter at 
Kenyon & Eckhardt, New York, 
has been appointed copy super- 
visor. 


HOSIERY. 


Carrying the Most Product 
KNIT GOODS WEEKLY — 
Carrying Hosiery Advertising 


to Retailers and Wholesalers: 
Monthly Hosiery Merchandising 
Section—edited solely for 
Buyers of Hosiery ; 
- KNIT GOODS WEEKLY — 
1 Madison Ave., New York 1/0 
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They live right in the offices 


on the products they describe. 


This bound file contains scores of catalogs 
like those shown here. 
Some are small catalogs of four pages. 


The average size is eight pages. 


in this convenient pre-filed form. 


they bring buyers and sellers together 
in the shortest possible time. 


— which has the same effect on profits 


Are your products used in power plants? 


have it distributed to your best prospects 
and kept accessible in their offices 


at surprisingly low cost. 


For further information on this and other 


Sweet’s Catalog Service 
Division of F. W. Dodge Corporation 


New York 18, 119 West 40th Street 


> E 
2 Se iE ae Miers 


Then you should examine the Sweet’s plan 


please see the Market Data Book, or write. 


These manufacturers’ catalogs 
are hoarding with buyers 


of people who are most likely to need information 
Operating and maintenance officials of power plants 


can find any of these catalogs in a few seconds. 


They are always on instant call—in Sweet’s File. 


Others are large catalogs, ranging up to forty-eight pages. 


They represent large, medium and small manufacturers. 
Power plant men like to have catalogs available 

Hundreds of those who receive Sweet’s File for Power Plants 
have stated in writing that they use it more often 

than any other source of product information; 


that it leads them more quickly to the right suppliers. 


When catalogs are distributed in Sweet’s File 


This cuts down the cost of producing orders 


as cutting down the cost of producing goods. 


to see how you can get a specially designed catalog, 


Sweet's Files, 


se BOSTON 16......... 31 St. James Avenue DETROIT 26. ......548 Free Press Building 
a END Givin cccccsess. 70 Niagara Street LOS ANGELES 13...... 816 West Sth Street 
4 CHICAGO 54....... 700 Merchandise Mart PHILADELPHIA 7......... 1321 Arch Street 
pf CINCINNATI2........ American Building PITTSBURGH 22 Professional Building 
si | CLEVELAND 15....... 1422 Euclid Avenue ST. LOUIS 1 ...721 Olive Strect 


| oe Me ap Be 
S| - 2 
oe = es pei 
ee ae 
are 
= Sst g % ; 
: oe oe 
- 
: os = ae 
Sa ei es Sosa 
| en 
— _ 
a 
3 
7 , 
cesta dtatagataeguigstaiatincaseateastiaaitiiinsiiemmae 
a iar 
i. it 
| yirate nin 
* g I OES - . sant pincers 
A Fat ar at 7 : 
ee | va — ne ae es 
} Ey. ie. a me. See a 5a 
| 7 Bac! = bs % 
q oman a 
ts : hab ’ 
+ | ee 
ae ‘ ee i he 
™ —— m4 ih cots 
* — AEE, | one ee 
a ie 7 yt ag . a : Bch en 
; a ai ad ' r sd it 
(9 a he cae H ‘ 
3 ee / ; x, aie . . 
ee = i ee ioe 2 
4 ot es Vases ae 
i. ¥ eA ee eke s Tres — 
ee rt weed 
wage <i es ee ok! 
4 Ag fx ve Bs * 
3 ae oe: eile 
a ‘ £3 fy 
pry i * ia 
Bee gh] ae Le ore ia 
i # a ae 
en z : ‘ it Lyi at 
| 2 Bag 4 0 as en 
ay \ 5 ee ; = 
q wg ‘ ve z thd z a uh 
| DOS .}] 2 a — www: ae 
ag WY t Cees aa 
mm .°.) > a er. . 
| | ae SS <e* ‘ me 
2) ty aS eo 
4 on as 
s An- . - 
- Flex Wi 
eS, Nas rr aa a, aM 
- East- ys « & See 
ile its ie i » 
‘Jude ee Pe AVILI oi 
ic udes % *, » t | hs vy 
r Sci- ‘ ; v4 
papers a OS ra leas Pe 
wok: Stes AULT a 7 
\" ore a a wie ee ii “sa 
} “f vis « . “ if ‘ aN “3 
? 7 BN 
5 a ie Bie 
. 4 ee 7 ole 
ea # é I aoe eee ee i 
aa g 2 se on 
- a] c. ee | a 
1 PEN Secs —at een | 
and « eee 3 a ~ 
y wr +] w 3° N 1 ° a  - 
ean of PT ro ce fe —<— 
. cou att i ae 
nl . a ee a 
oper® ee ee 
nted — I mh ~~ ‘3 
\ —_K Bo a 
ee a” a Pe ia 
3 he ce 
weer, hy ; > : ee 7 
GE Maes | ee | 
oN. f. ee 
¥ Powe, 
—— eh : Pan, 
— : ae : 
a rT o) 
ter 5 
ste : Se 
perier © ; Ren eae 
ents °' e ee 
ncy 2 a ete 
lesira> ® 3 
nd, e 
in fh" ES | 
- RS => ae 43 Be i. : 
rer ’ “4 as " j ‘ : ‘ ‘ A 


66 


Bedell Comes Back 


To the Editor: I can’t quite fig- | 


|positors, and more pay for less| 
work, because “less drivel in the| 


il . is | 
ure out whether Mr. Mattingly is | Gally press will benefit the repub-| 


’ . P | lic.” He accuses me of name call- 
cross with me, captains of indus- ing, but blandly lumps together 
try, statistics, smart people, our 


, § some persons bound to be mis- 
economic system, or advertising| labeled when he says, “God’s most 


people. Maybe it’s all. But if I | unlovely creatures are realtors.” 
felt like he does, I would cut my! To be sure, other factors com- 
throat. | bine with labor slowdown to make 


He seems to have read my let | 
ter with half-an-eye and then 


housing costs high—but my whole 
|letter in this instance was written 
started writing. He asks: “What/to point out (1) that in his own 
Was so good about 1939?” 1939 working time, the average worker 
was not claimed to be good. It!could buy far less production of 
was pointed out that today, fewer| the brickmason and others today, 
minutes of the worker’s time will | than he could in the past. I had 
buy more than the same minutes | never seen the results of the slow- 
of work would then. down in the building trades in- 
He said that “bread and milk | terpreted in terms of “cost in 
prices are subjected to very close| working time to other workers,” 
Is it any|and apparently ye ed. had not 


This department is a reader’s forum. Letters are welcome. 


government scrutiny.” 
closer now than then? |either. Maybe Mr. Mattingly had. 


He justifies a slowdown of com- | If so, he was unimpressed. And | 


(2) I suggested that advertising 
men and women ought earnestly 
to be increasing public perception 
and understanding for the sake of 
this country. « 

Mr. Mattingly’s ethical theory 
is that if manufacturers and real- 
tors do what is wrong, it is point- 
less for the mason to do what is 
right. 

America became big economic- 


ally while predatory gentlemen | 


were exploiting natural resources. 
America became great economic- 
ally when the Ford theory of mass 
production and selling, low prices 
and high wages got into swing. 


If that theory had never been put} 


into practice, we would be much 
smaller potatoes today. If it were 
generally embraced by all of us, 
assuming the high wages were 
earned, we would have sufficient 
production for all the forgotten 


BY USING 


ARTKRAFT* DEALER SIGNS 


**Proved by actual audited research 


Since they continue working years after they have 
paid for themselves—by investing only 10% of your 
advertising budget annually in dealer signs, the 
fifth year you have the equivalent of an appropria- 
tion I'/2 times as great as your actual expenditure. 


For over a quarter century we have regularly served 
leading merchandisers 
Frigidaire, Delco-Heat, Kelvinator, Shell, A & P, 
Pittsburgh Paints, Lowe Brothers Paints, Dupont and 
many others. Learn why. 


including Westinghouse, 


THE FINEST SIGNS EVER PRODUCED AT THE LOWEST COST IN HISTORY 


Certified audited records show Artkraft* signs 
to be 999/1000 perfect over a period of years. 


Exclusive Underwriter approved features include: 


@ Porcel-M-Bos'd letters raised out of heavy sheet 
steel. 75% more attractive and legible. 


@ All-welded electro-galvanized frame. 


@ Bonderized and baked synthetic enamel or porce- 
lain finish. 


@ No exposed bolts. 


@ Removable streamlined front end permits access 
for servicing without use of tools. 


@ Rugged copper bus bar replaces ordinary cable. ments. 


IMMEDIATE DELIVERY 


removal for service. 
®@ Cold 


THEY LAST BECAUSE THEY'RE MADE THAT WAY! 


@ First positive tube mounting. Tube sections rest on 
(not against) tube supports, 
centering where tubes enter the sign. 
sightly bushings unnecessary. 

@A heavy duty phosphor bronze spring clip on the 
end of the electrode has a fork-like end opening 
for positive contact with the bus bar and easier 


cathode fluorescent tube grid 
dealer's name panel, 


roviding a definite 
Makes un- 


illuminates 
eliminating lamp replace- 


Write for literature and instructions on how to set up a successful 


dealer sign program. 


THE ARTKRAFT* 


SIGN 


COMPANY 


Division of Artkraft* Manufacturing Corporation 


900 Kibby St. 


Lima, Ohio, U.S.A. 


SIGNS OF 
LONG LIFE* FOR 
QUAKTITY BUYERS 


900 Kibby Street 


Please 


neon signs. 


“Trademarks Reg. U.S. Pat. Off. Name 
™Preved by actual audited research. Firm 
ee 


THIS COUPON FOR YOUR CONVENIENCE 


THE ARTKRAFT* SIGN COMPANY 


Division of Artkraft* Manufacturing Corp. 


Lima, Ohio, U.S.A. 


send, without obligation, details on Artkraft* signs. 
) We are interested in a quantity of outdoor dealer 


We are interested in a quantity of Porcel-M-Bos'd 
store front signs. 
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|men in this country. And then 
some. Conversely, more real pay 
| for less work is the way to de- 
_ pression. 

If “something for nothing” is 
'the great American credo, as he 
|states, I am still against it—and 
in this instance was criticizing 
labor for it. Mr. Mattingly doesn’t 
know apparently of union leaders 
(like Hillman) who are smart 
and want to, and believe people 
ought to, earn what they get. If 


it is not subversive in any society 


than they earn, what is it? 

Mr. Mattingly’s theory—a defi- 
nition of cheating, accepted by 
management and labor—is fine. 
Unfortunately, cheating is about 
as indefinable in “clear and un- 
equivocal terms” as is the law of 
gravity or electricity or person- 
ality. 

However, a general recognition 
|of what is and what is not cheat- 
|ing is possible—and imperative. I 
deplore cheating on the part of 


management—any of us. I believe 
it can be lessened by earnest edu- 
cational effort on the part of many 
people, including ad people. 

That advertising people could 


program may be “a joke” to Mr. 
Mattingly. It has been my obser- 


prostitute-like wing of the adver- 
'tising “fraternity,” you don’t have 
|to scratch any deeper among ad 
men than among other groups of 
people to find earnest and con- 


| structive individuals who can help | 
| materially in almost every human | 


/endeavor. I did not suggest that 
ithe advertising fraternity should 
'“spark” the effort to redeem this 
Republic—but that all of us 
| (Americans) should go to work 
}on it. However, since Mr. Mat- 
|tingly mentions it, I do not hesi- 
‘tate to say that the advertising 
‘fraternity is capable of it. 

CLYDE BEDELL, 

| Park Ridge, Ill. 
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Congratulations 
To THE EpiITorR: CONGRATULA- 
TIONS ON SPLENDID JOB OF REPORT- 
ING DONE ON NEW YORKER MAGA- 
ZINE STORY IN YOUR DEC. 1 ISSUE. 

W. H. KNOWLTON, 
FLOREZ, INC., DETROIT. 
vvwy 


Truth Will Out 

To the Editor: 
siderable interest that I read your 
article on Harold W. Ross and The 
New Yorker in your issue of 
Dec. 1. 

However, inthe interest of his- 
torical accuracy, while that por- 
tion of the article to which I am 
about to refer is very flattering 
to me, I would like to get the rec- 
ords correct. 
| One paragraph was. entitled 
“Ended a Job,” and I quote the 
first portion of that paragraph: 
| “Later, his brief tenure as editor 
\of the American Legion Weekly 
|after World War I was ended 
'with his discovery that the busi- 
|ness manager was getting $30,000 


/a year, while he was getting only | 


$10,000.” 

| As yours truly was the business 
|/manager in question, all I can say 
,after fond memories while serv- 
'ing in that capacity, is that I can 
‘only wish they were paying me 
the $30,000 a year mentioned, but 
|I was being paid approximately 
|half of that, 
|indeed drawing $10,000. Naturally, 
he was spending the major portion 


of his time endeavoring to finance | 


the founding of The New Yorker, 
which we all know he so success- 
fully accomplished. 
| Just thought you might be in- 
‘terested in getting the correct 
slant. 

I, too, sensed his absolute con- 


‘tempt of the business and adver- 


tising departments while both of 
us did our best to run the Ameri- 
|can Legion Weekly; but I can 


for normal people to demand more. 


lat 
ad men, farmers, labor unions, | fairs in your report, Page 112, Oct. 


(s (paragraphs 2, 6 and 7), of 


| Study of Farm Publications. 
participate effectively in such a} 


vation that despite the parasitic, | 


It was with con-| 


while Harold was| 


never recall a time when his 
weekly pay-check was unwelcome 
to Harold because of the fact that 
the origin of this money was the 
responsibility of those two neces- 
sary but contemptible depart- 
ments. 
C. R. BAINES, 
Advertising Distributors 
America, Inc., New York. 
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IH Truck Ad Rates 
High with Farm Women 


To the Editor: It is generally 
conceded that women are people. 
International Harvester knows 
that women are people of great 
influence even in the purchase of 
its heavy machine products—farm 
power and equipment, trucks, in- 


of 


|dustrial tractors—destined largely 


for a man’s world. Entering the 
refrigeration field, IH yields to the 
ladies and their good will as para- 


mount. 


Nevertheless we were surprised 
the stress given to women’s af- 


Study No. 3 of the Continuing 
Or, 


INTERNATIONAL TRUCKS 
Colebrors 40th anniversanr 


0m = sams maim on 


er = i na a meee 


INTERNATIONAL 


HARVESTER 


rather, so to speak, at the relega- 
tion of men to also-ran status. 
Successful Farming is after all a 
major magazine for men, and 
j}about half of its 2,000,000 readers 
‘are men. And, as we have said, 
we make he-man machines. 
| We were inclined to think IH 
had something in this sentence 
‘from the study: “The highest ad- 
vertising readership recorded for 
i'men was a 73% score for a full- 
page, four-color ad for trucks of 
the International Harvester Com- 
pany.” That in comparison with a 
60% average for the 10 best-read 
lads for men, including some very 
hefty popular competition. 
Significantly enough, the page, 
a farm truck ad and special for 
men, rated 50% with the women, 
just missing getting into the 1° 
best for women, color and black- 
and-white combined. We dont 
expect quite to supplant Gold 
Medal or Pillsbury, North Star 
blankets, Smith rugs, Clopay 
drapes, or glamor automobiles 
with farm trucks in the eyes ©! 
the women on the farm. 
WILLIAM L. NINABUCK, 
Supervisor Advertising, In- 
ternational Harvester Com- 
pany, Chicago. 
ae, ae 


‘Starts Own Contest 

| To the Editor: I would like *‘ 
put the “shoe on the other fo 
|and hold a little contest for adve - 
tising men, or women as the ca-€ 
may be. All readers (except m)- 
self) of ADVERTISING AGE, are € !- 
gible. 

The prizes: five quarts of a 
whisky to the writers of the |e 
best letters on: “Why Advertis'"'9 
Contests Stink.” Take up to one 
hundred words and there is '1° 
limit to the number of entres 
-——be sure and give your name a?¢ 
address. 

To help you write your letters 
you may consult the follow! B 
|'magazine article— “Cash! Ca’: 
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Cuckoo Clocks!”—by Henry D. 
Steinmetz, in The Saturday Eve- 
ning Post for Sept. 27, 1947. Look 
for the part where it tells about 
having detective agencies investi- 
gate prize winners. 

You may also consult Mrs. 
Easter Arndt, a schoolteacher of 
La Porte, Ind., who had the pleas- 
ure of being investigated BEFORE 
getting a prize from the fellow 
who just gave up the job of meat- 
less and eggless days. Or any one 
of his prize winners because this 
English concern seems sold on in- 
vestigating before giving. 

Here are a few more facts to 
help you: 

During my 26 years on the Chi- 
cago Police Department I ac- 
quired heart trouble that has re- 
stricted my activities to harmless 
hobbies. Number one was con- 
tests—now I am a philatelist. 

Before the “D. A.” (Detective 
Agency) days I won a few prizes. 
Then it was decided that I was a 
“professional” and they decided I 
shouldn’t win any more. I cannot 
tell you what won in a contest 
because the “professional contest 
judges” invoke the clause in the 
contest rules that “all entries be- 
come our property” and _ they 
make the contestants sign an af- 
fidavit that they will not give out 
their entry. 

Long ago you advertising men 
judged your own contests and it 
was nice to be able to win a prize | 
now and then. Then the job got 
too big and you gave it out to the 
boys who don’t give a damn for! 
consumer relations or anything 
else as long as they get so much 
per entry with a guarantee that | 
the prize will go to a dyed-in-the- | 
wool amateur. They guarantee 
that by going around to one’s 
neighbors and asking them if you | 
ever won a prize before. 

Come on you advertising fel- | 
lows and girls; get your entries in | 
the mail right away. If you need 
further help just write me, in care 
of ADVERTISING AGE, and I’ll an- 
swer any question I can. 

YOU might be a winner of a 
bottle of good cheer so do it to- 
day. It will cost you 1othing but 
a lew minutes of your time and I 
will suppress all the winning and 
non-winning entries. 

HENRY SHELDON, 
Chicago. 
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Ad Manager Scores 
To the Editor: Something new 


has been added—an advertising 
manager this time scores. At- 


advertising manager of Ayerst, 


approves our estimates. 


YOU'RE A WONDER. 
| FUL AGENCY AND I’M 

HAPPY TO APPROVE 
| OF THIS. 


| N. S. HORTON 


Perhaps this is not a first, but 
at least I thought it newsworthy 
for your columns. 

R. E. Gourway, 

Vickers & Benson Ltd., Mont- 

eal, Can. 
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Adds Some Points. 
to Profit Discussion | 
o the Editor: May a fellow | 
Brooklynite, somewhat removed, | 
‘ament on the letter signed by | 
J. B. Milgram, in today’s is- | 


C 
M 


‘y all means let us have more 

ussion of economics, but the 
“a: cussion is bound to generate | 
‘e heat than light unless we) 
t with the same premises and 
ow them to a logical conciu- 

Mr. Milgram’s letter, for in- 
ice, apparently starts with the 
‘ention of attacking NAM’s pro- 
al to reckon profits on the basis | 
°%! dollar sales, and comments, 


*. 


quite soundly, that this basis 
would be inequitable if applied 
indiscriminately to durable goods 
and to consumption items. He 
then goes on to cite two illustra- 
tions, both consumption items, and 
both having to do with agricul- 
tural products—a special case if 
ever there was one. Food and 
clothing are “musts” for human 
needs, and are in short supply the 
world over. 

I wonder if Mr. Milgram knows 
that the preferred stock of Ameri- 
can Woolen Company was issued 
as a profit-sharing venture with 
its own employes, who went for 
long years without any return on 
their savings. I hope they are now 
getting the benefit of the accumu- 
lated dividends, but I doubt it. I 
have seen it reported that during 


the war the Treasury imposed ex- 
cess-profits taxes on all of Ameri- 
can Woolen’s earnings, since they 
had no normal profit during the 
base years, 1935-39. 

Perhaps we could come nearer 
to a fair estimate of profits on the 
basis of a 10-year rolling average, 
though even that would be dis- 
torted by the cycle of rising prices 
attendant on war. It would smooth 
down the peaks, and modify the 
lows, from a statistical standpoint. 
Probably it would not satisfy a 
banker, or prospective investor, 
though. 

Some of today’s profits are hy- 
pothetical, since they reflect in- 
ventory appreciation due to higher 
prices; they cannot be realized, 
and will not persist. 


And speaking of “gouging” and 


“profiteering,” has Mr. Milgram 
ever heard of the Patman Fair 
Trade Act and its provisions? 
(Mrs.) Martian S. CLARK, 
Capper Publications, Kansas 


City, Mo. 
a 


Permission Granted 

To the Editor: In the Nov. 17 
issue of your publication, James 
D. Woolf talked of “Salesense in 
Advertising,” urging the smaller 
retail advertisers to be their own 
ad men. 

This is excellent material and 


67 


reprinted excerpts would make a 
valuable insert with the forth- 
coming issue of the “Oregonian 
Merchant’s Digest,” which goes to 
all local retail executives. That is, 
if we may have your permission. 
Full credit to your publication and 
Mr. Woolf would be made, of 
course. 

If we could hear from you by 
return mail, it would help out 
beating those old deadlines. 

GEORGE P. GRIFFIS, 

Manager of Promotion and 

Research, The Oregonian, 

Portland. 


GIBBONS 
d. J. 


KNOWS 
GIBBONS LTD. aoveartisine ° 


CANADA 


HEAD OFFICES 200 BAY STREET TORONTO 


TORONTO + MONTREAL + WINNIPEG + REGINA « 


CALGARY + EOMONTON «+ VANCOUVER 
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HE DALLAS MORNING NEWS 
BY STANLEY WALKER 


IN THE DECEMBER AMERICAN MERCURY? 


“THE SOUTHWEST'S MOST 
INFLUENTIAL NEWSPAPER. 


Stanley Walker, prominent Eastern author and editor recently transplanted to Texas, is 
now writing well and successfully for the magazines. His most recent subject is—us. Our 
heritage is brilliant, our worthiness is—well, why not read it? Here are some extracts. 
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“Is that so?” 


But once the News decides to ge 
ahead the effect is powerful. Readers 
often delay forming judgments until 
they see what attitude the News 
takes. 


‘Throughout most 
News has been 
rently passed fo 
era is bigger 4 
The book pages 0” 
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The News is always delighted with 
anything that adds to the glory, 
beauty and solvency of Dallas and the 
rest of the Southwest, but it simply 
reserves the right, when the blow- 
hards are in full cry, to ask quietly, 


Sell the Readers of 
The News and You have 
Sold the Dallas Market. 
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Chicagoans Buy 
Few Canned Foods, 
Pantry Poll Shows 


Cuicaco — The Chicago Times’ 


seventh “Pantry Poll’ survey of | 


grocery brand preferences per- 
mits comparisons with home in- 
ventories here shortly after the 
war ended two years ago. The 
comparisons are significant. 

In August, 1945, 91% of the 400 
families surveyed had _ regular 


Leading Agencies Rely on 
Faithorn 3-in-1 Service! 


We would like to show you 
samples of work that we 
ore regularly producing for 
leading advertising agen- 
cies through our COMPLETE 
SERVICE METHOD of opera- 
tion. Ad - Setting, Engraving 
and Printing ... all under 
ONE roof. Phone or write to 


a 


THE FAITHORN CORPORATION 


400 N. Rush St., Chicago 11 
Phone WHitehal! 2300 


A Complete Day and Night Service 


for Advertisers ond 
Advertising Agencies 


coffee. Only 12% stocked instant 
|coffee. Last August 24% stocked 
instant coffee and only 84% had 
|regular coffee. 

Two years ago the interviewers 
—students at Northwestern Uni- 
| versity—found canned corn in 
| 59% of the homes. Last August 
‘they found it in only 39%. The 
'same was nearly true for other 
/canned fruits and vegetables: As- 
paragus was down from 21 to 
|12%, beets from 34 to 20%, peas 
from 56 to 44%, tomatoes from 45 


to 29%. 
Independents Lose 


Frozen foods were stocked here 
last August by less than one fam- 
ily in 20, about the same as a year 
|}ago. Fewer had butter on hand, 
| but margarine was off even more. 
|Independent stores were handling 
\less of the sales, too: 70% shopped 
|in independent stores two years 
|ago, 62% a year ago and 59% in 
| the latest survey. Meanwhile, the 
chains show little gains—84% 
shopped in chain stores in 1946, 
|against 85% this year. . 
| Among items that gained in the 
past year are corn starch, corn 

meal, flour mixes (except pancake 
|and waffle), cracker meal, tea bags 
| (at the expense of packaged tea), 
|baby foods, gelatins, cocoanut, 
|lemon and lime juices (ReaLemon 
|accounts for the big jump from 9 
|to 20% in a year), etc. 

| Copies of the report are free to 
food companies and their agencies. 


| William K. Shaughnessy, for- 


merly chief promotion writer of 
the Chicago Daily Times, has been 
appointed advertising manager of 
Nu-Enamel Corporation, Chicago, 
|succeeding Lee Boyd, who has 
become’ vice-president of the 
Turner Advertising Agency, Chi- 
|cago. Mr. Boyd will continue to 
act in an advisory capacity on the 
|Nu-Enamel account, which is 
|handled by Turner. 
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An Excellent Testing Medium! 


Fur-Fish-Game Magazine with its 100,000 sportsmen readers is recog- 


nized throughout the industry as the 


best testing medium for quickly getting 


the reaction of purchasers to new outdoor equipment. 


More professional outdoor sportsmen read it than any other magazine. 
Its circulation is not diluted with persons having a slight interest in this field. 


Because the cost is low (page $300; 


column $105), advertisers can test their 


products in Fur-Fish-Game at minimum cost. Try it yourself and see. 


The A. R. Harding Publishing 


Chicago 
Cole & Mason uperior 6558 


Pasadena Ne 
J. H. Conrow & Co 


Co.175 E. Long St., Columbus 15, O. 
Walter C. Elly, Murrey Hill 4.0626 
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Service. The Kellogg poster led among 


Outdoor Finally 
Gets Own Service 


‘Names Shaughnessy A.M. 


on Readership 


New YorK—The newest media 
have long had their readership 
/and listenership reports. Now out- 
door, one of the oldest, has ob- 
tained its own. 

In Mamaroneck, N. Y., Poster 
Appraisal Service has announced 
|a new outdoor advertising reader- 
| ship service for agencies and ad- 
ivertisers, covering 24-sheet post- 
/ers, three-sheets and express truck 
panels. 
| The new PAS service measures 
amine campaigns in New Haven 
/and will later extend its coverage 
ito other cities on a continuing 
basis. 

An initial survey in New Haven, 
‘in which 250 women and 250 men 
were questioned, showed recall of 
24-sheet posters varying from 
10.8% to 90.4%. Such big adver- 


Company and others had low rat- 
ings; Coca-Cola, Rheingold beer, 


gum had the highest ratings. 
$125 to $200 Monthly 
Average readership in the first 


23.9% of the women correctly 
identified the 24-sheet 
with names omitted. The men 


29.8% on correct identification. 
| Field interviewing 
| by Fact Finders Associates, New 
|York. The monthly report will 
| be sold to advertisers and agencies 
| at $200 a month for both men and 


}| women reports or $125 for either | 
| Photographic re- 


|men or women. 
| productions of the posters in their 
| surroundings are sent with the re- 
| ports. 

General manager of Poster Ap- 
praisal is Thomas F. Brennan, 
whose brother, John, is general 
manager of Standard Outdoor Ad- 
vertising. 


Editors Elect Sanders 

Dr. Paul D. Sanders, editor of 
the Southern Planter, Richmond, 
Va., has been elected president of 
the American Agricultural Editors’ 
Association. Ray Yarnell, editor 
of Capper’s Farmer, Topeka, has 
been named vice-president, and 
Cap Mast, editor of Agricultural 
Leaders’ Digest, Chicago, has been 
reelected secretary-treasurer. 


Gets Stern’s Nurseries 

Kiesewetter, Wetterau & Baker, 
New York, has been retained to 
handle the advertising of Stern’s 
Nurseries, Geneva, N. Y., garden 
and nursery products. 


rs 


| 
| 


| 


LEADERS—These two posters topped their respective classifications in reader- | 
ship and identification in a study made in New Haven by Poster Appraisal | 


women, with 80%, readership and iden- 


tification; the Coca-Cola poster led among men, with 90% readership and | 
identification rating. 


tisers as Chevrolet, American Oil | 


Kellogg corn flakes and Wrigley | 


survey was 44% for women, and | 
posters | 
averaged 48.8% on readership and | 


is handled | 


Lithographer Adds 


Personnel and Services 

| Paul W. Dorst, formerly assist- 
lant to the executive director of 
| technical plant service of Litho- 
|graphic Technical Foundation, 
Inc., has been appointed plant 
manager of Cincinnati Lithograph- | 
ing Company. Frank J. Geers Jr., 
with the company since 1936, has 
been named assistant general 
manager, and Kenneth J. Craw- 
ford, sales manager. 

The appointments are part of 
the expansion and modernization 
program which has_ been in) 
process for the past 18 months.) 
Installation of new one and two- 
color presses and the addition of 
a research department have also 
been part of the expansion pro- 
gram. The company has quad-| 
rupled its production capacity. 


|Station WBKB, Chicago’s 


| vited 


Diamond Appoints V.P.s 

Victor R. Kendall, general sales 
manager, has been appointed vice- | 
president in charge of sales of | 
matches and allied products of | 
Diamond Match Company, with 
headquarters in Chicago. Bradford | 
|O. Preu, manager of the B-F-D 
|division, has been named vice-| 
president in charge of the ead 


sion. Mr. Preu makes his head- 
quarters in New York. 


WBKB to Train 
Agency, Station 
Video Specialists 


Cuicaco—Bill Eddy, director of 
only 
television station, has announced 
a cooperative plan for training 


| station, union, agency and schoo] 


video technicians at WBKB’s 
studios. 

The step is being taken to les- 
sen the cat-and-dog competition 
for qualified employes which be- 
sets television. WBKB’s teamwork 
has suffered as other new video 
stations in the Midwest have taken 
some of its key technicians and 
program men. 

The station previously has in- 
observers from agencies, 
labor unions and competitive sta- 
tions. Under the new plan, WBKB 
will not charge for the training, 
but the trainees must be kept on 
the payroll of stations, agencies 
and others sponsoring them. The 
program will not be open to indi- 
viduals unaffiliated with recog- 
nized agencies, video stations, etc. 

Training will take from two to 
six months for various techniques, 
and about 10 can be trained at a 
time. 


‘Gets Macaroni Account 


V. La Rosa & Sons, Inc., maker 
of La Rosa Grade A macaroni 
products, has appointed Kiesewet- 
ter, Wetterau & Baker, New York, 
to direct its advertising. 


Elects Three V.P.s 


Harold G. McCoy, director of 
public relations, John A. E. Mc- 
Clave, merchandising director, and 
Mrs. Bj Kidd, copy director, have 
been elected vice-presidents of 
Lewis & Gilman, Philadelphia. 


to the 


2/2 BILLION DOLLAR 


POULTRY INDUSTRY MARKET 


are, : 
POULTRY supply dealer 


Pioneer Business Paper Serving The Poultry Industry 


BURRIDGE D. BUTLER, Publisher 


1230 Washington Bivd., Chicago 7, Iilinois 
Write on Business Letterhead For Market Data Folder 


Just out 


24 pg. book 
tells how 
National 
- Advertisers 


LOCALIZE 


for selling 


ACTION 


Read the exciting story of 


with Brand Identification $ 
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3500 


REPRESENTATIVES 


“big time” merchandising ot 


point of sale and how you can build maximum sales 
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Russians Give | 
Germans Taste 


of ‘Commercials’ 


New YorK—Not the United 
States but Russia is furnishing the 
Germans with a daily sample of | 
radio commercials, Gregor Ziemer, | 
educational director of “America’s | 
Town Meeting of the Air,” re-| 
ports. 

Mr. Ziemer recently returned | 
from Germany and England where 


he made arrangements for over-| 
seas pickups on ABC’s “Town 
Meeting.” 


Verbe Funk (word wooing) is 
the listing for the hour-long ses- 
sion of announcements broadcast 
regularly over Radio Berlin. Most) 
of the time is devoted to plugs for 
goods available for barter. Now 
and then items in retail stores are | 
featured. Occasionally families | 
turn to the station to locate a) 
missing relative. All mentions are| 
without charge. 


Controlled by Russia 


Although the powerful Berlin | 
radio station, which drowns out) 
most others in the area, is in the) 
British zone, it remains under the | 
complete control of USSR authori- | 
ties, according to Mr. Ziemer. 
(Apparently Russian troops got, 
there first and have maintained | 
squatters’ rights). 

The daily announcement service 
which Russia has initiated via 
Radio Berlin is quite similar to 
the broadcast “advertising” intro- 
duced some time ago for home 
listeners in Moscow. 

A typical day’s announcements, 
all separated by musical bridges, 
might include such requests as: 

Wanted a baby buggy; will ex-.| 
change a stove. Will exchange a 
set of dishes for three yards of. 
dress material. Will swap luggage 
for a gold wedding ring. 


No U. S. Commercials 


Stations controlled by the United 
States, on the other hand, are not 
using commercials of any sort. The 
Herald Tribune announcements on 
the “Town Hall” were heard only 
by Germans in the theater audi- 
ence and not by those who tuned | 
in the program later when it was 
rebroadcast over the American 
Forces Network and RIAS, the less 
than 1,000-watt outlet operated by 
the U. S. in Berlin. 

All stations under American 
control, including those in Stutt- 
gart, Munich, Frankfurt and Ber- 
lin, Mr. Ziemer said, will be) 
turned back to the German Reichs- 
post after Jan. 1. 


Bureau Readies Second 
Ad Reading Slide Series | 


The Bureau of Advertising, 
American Newspaper Publishers 
Association, will unveil a new 
slide presentation, “More Power 
in Newspaper Ads, Part 2,” at a 
session for advertisers, agencies 
and representatives at the Hotel 
Plaza, New York, Dec. 17. The 
presentation covers performance 
of 979 national grocery ads, 


AGENCY | 


COVERAGE , 


gleaned from special analyses of 
the Continuing Study of Newspa- 


: Doorty Heads 
"the an are a sequel to the New Syndicate 


bureau’s first presentation, and | 


llike the first will eventually ap-| New York—John C. Doorty last Charlotte Ware, a cooking feature 
/week announced the formation of |>y Margaret MacDonald, and a 
a new thrice-weekly column on beauty 
‘newspaper syndicate, at 1650 | by Lillian Kramer. 

It will begin opera-| branch offices in Paris, at 21 Rue 


pear in booklet form. 


St. Paul Dailies Name 2 | 

H. W. Hailey, formerly circula-_ Broadway. 
tion manager of the country and tions in January. 
suburban departments of the Jour- | 


nal, Portland, Ore., has been ap-| dent and general manager, 


Affiliated Features, Inc., 


Mr. Doorty, who will be presi- | 2966 Belden Dr. 
was 


pointed circulation director of the formerly advertising manager of Buffin on’s to Klemtner 
St. Paul Dispatch and Pioneer) william Hengerer Company, Buf- st 


oY 


|Hollywood column by Charles and; vertising of Carter & Churchill 
Wynn Bonner, a radio feature by |Company, Lebanon, N. H., manu- 
|Dorothy Day, a men’s column by | facturer of sportswear and flannel 
‘Clint Bolton, a teen-age service by | Shirts. 


THE NEGRO 


MARKET IS 


TERRIFIC! 


15 million American Negroes 


It will have 


de Berri, and in Hollywood, at 


| 10 billion dollars a year! If you have 


Press. He succeeds Harold Shu-| ; ; ».|,_Buffington’s, Inc., Worcester,| food, drinks, jewelry, or any other 

gard, who has been named general | ace pe Pg Pyne val oe ; Mass., pharmaceutical manufac- products to sell, reach this big buying 
| m Cc r 

manager of the papers. , , , turer, has named Paul Klemtner &} P a 2 Secon BF ye KR 


| twice served as an account execu- 
‘tive with Batten, Barton, Durstine 

Samuel Insull Jr., in charge of | * Osborn. During the war he was 
the radio division, has been elected public relations officer for Maj. 
a vice-president of Stewart-War-| Gen. Claire L. Chennault in China. 
ner Corporation, Chicago. | The new syndicate will offer a 


Elects Insull V.P. 


|Co., Newark, as its consultant and 


a Papers, Inc., 545 Fifth Ave., N. Y. 
| advertising agency. you h ve., N. Y., can 


pan A be Ow “2g in these 

cations reap markets and 

profits! Write us today. 

NOTE: We now have facts compiled by the 
® Research Co. of America on brand 

preferences of Negroes from coast to coast. 

Write now for this free information. 


To Badger & Browning 


_ Badger & Browning, Boston, has 
‘been appointed to handle the ad- 
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Who in your 


organization ought 
to read these ads? 


HESE six ads are the first in a continuing 

series designed to do a selling job for business 
paper advertising—a selling job not only on the 
men who read the advertising, but also on the 
men who pay for it. 


Where could this job be done better than in the 
business press itself—in the very papers to which 
management men must turn for information 
about their business! That’s why ABP’s member 
publications—134-strong, with a total circulation 
of close to two million—are devoting their pages 
every month to answering the perennial question: 
“Why advertise?” 


As an advertising man, you have a stake in 
selling this campaign to the right people in your 
organization (or your client’s). That means 
everyone who has a hand in the advertising pic- 
ture or who influences advertising appropriations. 
Not just at the top management level, but all 
along the line—among the men who will become 
the top management of tomorrow. 


We'll be glad to send you reprints (in quantity) 
of these first six advertisements and others in the 
series as they become available. Drop a note to 
ABP headquarters, and they will be mailed to you 
in advance of publication. 


THE ASSOCIATED BUSINESS PAPERS 
205 East 42nd Street, New York 17, N. Y. 


ABP’s BUSINESS IS TO BOOST YOUR BUSINESS 
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alking to Chicago’s 
Most IMPORTANT Million 


he Direct Way to SALES 
in this Great Midwest City 


LIFER—Fr 
(right), re 
tors Assoc 


ake Chicago Daily News 
Your CO-WORKER in Selling 


Advertisers in Chicago have a distinct advantage. 


| They can talk directly, and intimately, to Chicago’s wren 
most IMPORTANT million consumers by using only * ae 
ONE newspaper—the Daily News. gies 


As a matter of fact, the reader-friends of the Daily 
News number, by a very conservative estimate, far more 
than a million; and, in total, they represent a high 


concentration of buying power. They have the dollars 


over $7; 99599 “13.9% to satisfy desires. 
$5.000 pa $4.999 ° = 35% In the panel at the left you will find the income 
$3- so 8 999 9 4% figures of Chicago Daily News families. Study these 
$2- $2,000 .-° figures. Then you will know what SELECTED mass 
Below . ptained by circulation means—to you as advertiser in Chicago! If 
' These figare? ey: con oe sere you cannot get into the HOMES of this most IMPOR- 
ea indepen’ ong regula uid cross TANT million with what you have to say, you can 

ue ot . Ze sampline: hardly expect to get in with what you have to sell! 


CHICAGO DAILY NEWS 


For 71 Years Chicago’s HOME Newspaper 
JOHN S. KNIGHT, Publisher : 


DAILY NEWS PLAZA: 400 West Madison Street, CHICAGO 
LOS ANGELES OFFICE: 606 South Hill Street DETROIT OFFICE: 407 Free Press Building 
SAN FRANCISCO OFFICE: Hobart Building 


NEW YORK OFFICE: 9 Rockefeller Plaza 
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PHOTOGRAPHIC 


NEW PACKAGE—Harry Brown ~ “a J 

s ka . . + . / : : 
Seale Nace” diden ter its line of REPAY VISIT—Andrew Laurent (center), president, Cliche Union, and R. Mouy 
candies, vacuum packed in tin. The (right), president, Reunis, Mouy, Prichard & Co., of Paris, repaid a visit made 


F tionally, in 1929 by Henry Mawicke, president of Pontiac Engraving Co., Chicago, dur- 
thar th advedling te ‘wae ing a three-month tour of U. S. and Mexican graphic arts piants. At left is 
Yorker, Sunset and Time. C. A. Mawicke, vice-president of Pontiac. 


LIPER—Frank E. Mullen, executive vice-president of National Broadcasting Co. 
(right), receives an honorary life membership in the American Agricultural Edi- 
tors Association from Milon Grinnell, editor, Michigan Farmer, and president of 
the association, at a dinner meeting in Chicago. 


FIRST—J. Leonard Reinsch (left), 
managing directer, Cox newspapers’ 
radio interests, and P. G. Walters Jr., 
of RCA, watch George C. Biggers, 
president of the Atlanta Journal Co., 
sign a contract for delivery of RCA 
equipment for the Journal's Station 
WSB. It will be the first television 
setup in the Southeast. 


MISS COVERAGE OF 1947—Out of a bevy of Powers models representing 

magazines and newspapers, Caroline O'Connor, as ‘Miss Crowell-Collier" was 

voted "Miss Coverage of 1947" at St. Georges & Keyes’ eighth birthday party 

in New York. Miss O'Connor is shown receiving the congratulations of Maubert 

St. Georges, president of the agency, while Executive Vice-President Stanley J. 
Keyes Jr. waits to bestow the prizes. 


HOLD YOUR HAT—This jumbo model, two and a half times the size of the 

standard Hoover, was operated by Henry Hoover of the executive sales staff of 

Hoover Co., Canton, O., at company's — at the National Hotel Show in 
New York. 


GIFT JUG—Laird & Co., Scobeyville, 
N. J., founded in 1780, designed this 
new container after one found in the 
original still house. Sales increases are 
said to indicate that it will be a big 
year-around seller, 


VA 


OU NCIL'S GOVERNORS—The board of governors of the Central Council, Four A's, sits 


aggre FROM FRIENDS—H. O. Stone (left) ee. 
for a portrait at the management meeting held recently in Chicago. and William H. Horsley, partners in 

eate (left to right) are Henry G. Little, Campbell-Ewald Co.; Fergus Mead, The Buchen Co., vice-chairman of the council; Walter Seiler, Cramer-Krasselt Co., Pacific National Advertisin Aqgenc 

pounc chairman; Ward L, Weist, J. Walter Thompson Co., secretary-treasurer of the council, and Fairfax M. Cone, Foote, Cone & Belding. Standing: Clyde M. Seattle, read from a sheaf oF Rm. came, 

®'ce Goodkind, Joice & Morgan; Ray Fowler, Needham, Louis & Brorby; E. E. Sylvestre, Knox Reeves Advertising; Earle Ludgin, Earle Ludgin & Co., and Melvin . 
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Samuels Leaves Casco | 
|have not been announced. J. J 


A. O. Samuels has resigned as | Reidy, formerly sales manager of 
director and vice-president | of |A Cc. Sanger Company, New York, 
Casco Products Corporation, |has been appointed sales manager 
|of Casco’s appliance division. 


‘Names Herbert Gold 


| Herbert A. Gold, former presi- 
| dent of Gold’s Drug Stores, Jersey 
City, and a member of the execu- 
tive committee of the Affiliated 
Drug Stores, has been appointed 
director of merchandising and ac- 
count executive of Byrne, Har- 
rington & Roberts, New York. 


*Direct Image Offsete 


What is 
TYPEWRITTEN 
MACHINE COMPOSITION? 


@ Method of preparing copy for 
offset or other reproduction — by 
typewriter, Vari-typer, or | B. M. 
Proportional Spacer. 

These machines offer type-variety* 
and display effect — plus the even 
tone of electric operation. 

For house organs, price lists, of- 
fice and factory forms, etc., these 
methods offer speed, economy 
and professional appearance. 


“Write or phone for specimens of 
available type faces. 


® Ditto Process 


‘Joins Jones & Brakeley 


Siebrand H. Niewenhous Jr., 
formerly with Picard Advertising 
Company, has joined Jones & 
Brakeley, New York, advertising 
and public relations firm, as ac- 
count executive and a member of 
the copy and plans board. 
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Next—The Proportional Spacer. 


WILLIS SERVICES 


Complete Letter-Shop Facilities 
33 W. Hubbard — 3939 W. Madison 
Phones—SUPerior 1214 


Multigqgraphing 


|Represents ‘Promenade’ 


| Promenade, New York, has ap- 
|pointed Henry, McIntosh & Simp- 
son, New York, as its New Eng- 
land representative. 


Paste-up © Multi- 
ailing e 


* Varityping ® Addressing © = 


| Bridgeport, Conn. His future plans | 


iy : * ’ 
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MERCHANDISER—International Salt 

Co., Scranton, Pa., dresses up mass 

shelf displays with a recipe holder that 

fastens directly on the salt package. 

The company offers holders and a sup- 
ply of recipes free. 


YOUR SCORE MIGHT BE ~ 
2609 OUT OF 2700°"— 


Bul- 7 '¥ 
IF WESTERN MICHIGAN 


IS YOUR TARGET 
YOU'LL NEED WKZO-WJEF! 


When you start to shoot the works on a radio campaign in 
Western Michigan, there’s one fact you'll want to take into 


New Poll Seeks 
Sample Views 
of Uncommon Man 


New YorK—A new organization 
intended to supply a continuing 
poll of “the nation’s leaders” was 
established here last week. Called 
Opinion Leaders of America, it is 
headed by Spencer Armstrong, 
one time public relations director 
of the Bituminous Coal Institute 
and Literary Digest, and will have 


A master mail panel of some 
100,000 persons influential in busi- 
ness, legislatures, labor unions, 
publishing, farming, education, 
welfare and other fields has been 
compiled. The panel is grouped 
in 62 classifications developed 


the U. S. Dictionary of Occupa- 
tions. 

For clients, the service will con- 
duct polls among these leaders to 
ascertain their views on business, 
social and civic programs. 


To Beaumont & Hohman 


Merit Paint Company, 
land, has appointed the Cleveland 
office of Beaumont & Hohman to 
handle its account. Newspapers 
and point-of-sale displays will be 


base interior paint, in cities where 
Merit has distribution. 
} 


Tri-Boro Names Agency 
Tri-Boro Steel Supply Com- 


pany, an affiliate of Charles A. 
Koons & Co., has named Terrill 


consideration. Due to the very definite “wall of fading” that 
surrounds this region, outside stations just don’t get proper 
reception, 


If you really want to make a killing, use the two stations that | 


serve the district best—-WKZO and WJEF. The Share-of- 
Audience figures for these CBS outlets far surpass those of any 
competitors—so far, in fact, that they have a higher rating than 
the combined stations of any network, morning, afternoon or 
night! (Hooper Report, Spring, 1947.) 


Why not let us send you all the facts? Write us, or ask Avery- 


Knodel, Inc. 


*T/Sot. Huelet Benner, Ft. Knox, Ky., won the pistol shooting championship at 
Camp Perry, Ohio, Aug. 14, 1947, with a score of 2609 out of a possible 2700. 
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BROADCASTING 


AVERY-KNODEL, INC., EXCLUSIVE NATIONAL REPRESENTATIVES 


Belknap Marsh Associates, New 
York, to direct its advertising. The 
|agency has been handling the ad- 
vertising of the Koons company 
| for the past six months. 
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The Creative Wan Corner 


f 
POSTSCRIPT 
Thirteen months ago the following appeared in this de- / 
partment. j 
“Once upon a time there was a magazine called Ballyhoo. ; 
“Quite a number of people thought Ballyhoo was: very : 
funny. It kidded the pants off advertising. And it sky- / 
rocketed to a circulation of some 2,500,000 copies a month. 
“Then suddenly—without changing in any way you could 
see with the naked eye, Ballyhoo ceased to be funny at all. 
Perhaps we should. say, it ceased to seem funny. Anyway, 
it took sick suddenly. And soon it died. 

“The moral of this story is that advertising has never 
been a very good subject for sustained belly laughs. 

“It is the Henry Morgan radio program, of course, that 
brings the matter up. For Mr. Morgan’s comic theme which 
so delights the professional critics, is advertising. Not just 
stupid advertising. But advertising, and radio advertising 
in particular. 

“Oh, Morgan is really cutting loose! 

“And when he lets up on the other commercials he lets 
his sponsor have it. Of the Eversharp Schick Injector razor, 
‘It’s for shaving,’ says Morgan. ‘Also dandy for sharpening 
pencils or peeling potatoes. . .’ 

“This may be, as the newspaper and magazine experts 
say, terrific. We happen to think it is something less. One 


“More important, we believe that if advertising is a form 
of salesmanship, it is also a kind of information. 

“As such, most advertising is honest and serious and use- 
ful. A great deal of it performs a service for a great many 
people in that it brings them their news about products. 
When New York City newspapers recently were obliged 
by a trucking strike to reduce their use of newsprint, and 
all advertising and many features were eliminated, it was 
discovered that it was the advertising that was most missed. 

“Now it seems to us very doubtful if newspaper or maga- 


its headquarters at 60 E. 42nd St. | 


from the 17,452 titles defined in| 


Cleve- | 


used to promote Multex, an oil-| 


zine advertising is vastly different from the radio advertis- 
ing that Morgan is so roundly cheered by the critics for 
burlesquing. For one thing, we think we have heard some- 
where that radio advertising compares rather well with 
printed copy—on the basis of sales results. 

“Tf this is true, the subject is no better adapted to con- 
tinuing high jinks on the air than printed advertising was 
to Ballyhoo. 

“Henry Morgan may well have a brilliant future. But not 
in making fun of advertising.” 
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/ 
“Toward the end of Walter Winchell’s hot flashes last : 
Sunday night, a familiar voice broke in to read a classified ( 
ad, ‘Situation wanted, male,’ announced Henry Morgan. | 
‘Young comedian will be unemployed after Dec. 3.’ j 
“Since Henry returned to the air from summer vacation, 
his Hooperating has dipped to a sickly 7.8 and his scripts _ : 
have lacked their oldtime bounce. Worse still, the sponsor / 
has complained of not selling as many razor blades...” jj 
(Time, Nov. 24, 1947) j 
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3 Name Ad Fried Agency |Gets Hosiery Account 


| Ad Fried Advertising Agency,| Prim Hosiery Company, Ches- 
| Oakland, Cal., has been appointed | ter, Ill., has placed its advertising 
ito handle the advertising of|with Anfenger Advertising 
Kronke Awning Company, Oak-'| Agency, St. Louis. National maga- 
land; John F. Greer Company,| zines, trade publications, news- 
Oakland, medical supplies, and papers and counter cards will be 
Jack Quinn Company, Lafayette, | used. 


Cal., garden supplies. Will remotes Dull 
Appoints McCandless | apie ogy 


Charles F. McCandless has been | rector of Willys-Overland de Mex- 
appointed director of a new mar- ico, Willys-Overland’s Mexican op- 
|keting and product research de-| eration, has been named assistan' 
|partment of Easy Washing Ma-| general manager of Willys-Over- 
|chine Corporation, Syracuse, N. Y.| land Export Corporation, Toledo 
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DuMont Budgets 
$1,000,000 Drive 
for Video Sets 


(Continued from Page 1) 
agency. 

In addition, DuMont’s outlay for 
cooperative newspaper advertising 
is expected to hit $250,000 for this 
year. The company’s policy is to 
make a hard-hitting drive im- 
mediately preceding the opening 
of a new television station, Cur- 
rently, a strong push is being 
made via newspapers in Milwau- 
kee, and similar copy will break 
in Cleveland papers Dec. 16. 


Hits National Pace 


While DuMont advertising ex- | 
ecutives emphasize that any tele- | 
vision plans may be subject to last | 
minute changes dependent on un-| 
expected shifts in the industry, | 
they expect most of 1948’s budget | 
—60 to 70%—to be devoted to) 
magazine copy. This year’s cam-_ 
paign was largely localized in the 
relatively few areas where tele- 
vision was available, but some 48 | 
stations from Miami to Boston are | 
expected to be on the air in| 
widely scattered cities by the end | 
of 1948. This the company be-| 
lieves will warrant a national ap- 
proach. 

Newspapers, of course, will con- 
tinue to play an important role in 
the over-all advertising picture, 
as will television. The company 
has spot announcements running 
on WABD, its New York station; 
WPTZ and WFIL-TV, Philadel- 
phia; WBKB, Chicago, and WPTG, 
Washington, also a DuMont sta- 
tion. 


Won’t Expand Line Now 
Already carrying several models | 


ranging from a $445 direct view | 
table receiver to a $2,495 deluxe 


console, DuMont revealed no im- 


mediate plans for increasing its 
line. The company claims _ its 
table model, which includes FM 


radio, is the only table model on 
the market which gives a 12-inch 
picture. : 

However, DuMont officials, who 
believe that a 12-inch screen is 
the smallest that will do televi- 
sion justice, will not get into the 
“whose got the lowest priced 
model” competition. “Only in- 
creased production and corre- 
sponding sales will bring the 
prices down,” a spokesman said. 

Any predictions made this soon 
on set production must be con- 


DuMont expects to make approxi- 
mately 40,000 sets next year— 
which will be more than double 
its 1947 output and nearly a fourth 
of the whole industry’s estimated 
output for the year. 


‘Coronet’ ABC Applicant | 


In a recent item in Private) 
Lines, the statement was made 
that Coronet magazine is now a| 


z ‘mber of the Audit Bureau of) 


‘Progressive’ Returns 


The Progressive, Madison, Wis., 
which was discontinued Oct. 6 for 
financial reasons, will again make 
its appearance starting this month 
in a new format. It will appear 
first as a monthly, later becom- 
ing a fortnightly or weekly. The 
money ($40,000) needed to re- 
sume publication was furnished 
by its subscribers. 


Houston Aids Council 


Charles Hamilton Houston, a 
partner in the law firm of Hous- 
ton, Houston, Hastie & Waddy, a 
member of the President’s fair 
employment practices committee 
and vice-president of the Ameri- 
can Council on Race Relations, 
will serve as a member of the Ad- 
vertising Council’s public advisory 
committee. 


British Ad Volume 
in Third Quarter 
Up 26% Over ‘46 


LonpOoN—British newspaper and 
magazine advertising revenues in 
the third quarter dipped nearly 
3% from the previous quarter, 
but were 26% greater than in the 
July-September period a year ago. 

Expenditures for space in the 
latest quarter, according to Sta- 
tistical Review, totaled $20,520,388, 
compared with $21,121,236 the 
second quarter this year and $16,- 
271,424 in the third quarter of 
1946. 

Government advertising ac- 
counted for $1,244,568 of the total 
for the July-September period, 


73 


compared with $1,147,232 a year| sales. He is credited with intro- 
earlier. ducing time-payment plans of air 
London morning newspapers travel, and with sponsoring the 


use of aircraft by football teams. 


LANTERN SLIDES 


» 2x 2" = 3%” x 4” 
BLACK & WHITE, KODACHROME 


carried $5,456,616 of the total for 
the period, up more than a third | 
from the same period a year ago. 
Magazine revenues gained 27% | 
and provincial dailies 13%. The} 
London dailies dropped 11% from | 
the preceding period, however, | 
and the provincial dailies were} 
down 1.5%, while magazine reve-| 
nues increased about 7%. 


For Presentations snes 
Sales Meetings _ 
Television, etc. 


Capital Boosts Austin 


James W. Austin, who has held | am 
the post of general traffic and 


sales manager for Capital Air- 
lines, Washington, since his re- 
turn from duty with the Air 
Transport Command last year, has 


HAYNES-PROVOST sree 


18 EAST 41s ST., NEW adel 
Telephone: (Ex ingter 7 a 


been named director of traffic and 


Crammed with POST-WAR 
facts and figures about 


a 3 billion dollar market 


Pittsburgh is an even more dazzling market now than before the war. 


We think all advertisers should know it. 


So we collected hundreds of basic facts about post-war Pittsburgh— 
facts that advertising and sales executives need. We crammed them 
into an 814” x 11” book. We included a 23” x 35’’ map of shopping 
areas in Allegheny County, as well as market statistics of the eight 
counties (effective buying income, three billion dollars) where 80% 
of the Pittsburgh district’s money is spent. 


is No. 1 newspaper by a wide margin. 


Because The Press concentrates its readership where buying is 
heaviest, it has led all other Pittsburgh ‘papers in general, automotive, 
retail and classified linage for 40 years. 
Press advertising. You get the benefit of The Press’s leadership in 
this new Pittsburgh Press Market Data Book. Your Press Repre- 
sentative* will be glad to show it to you. Call him or write. 


*All Scripps-Howard Representatives are Press Representatives. 


culations. This is incorrect. | 
AL vlication for membership has 
n made, but final action by the | 
eau, based on the initial audit, | 
not yet been taken. 


~ 


bu 


ha 
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Increases Ad Rates 


fective with the April, 1948, 
», Farmer’s Magazine, Toronto, | 
increase its basic page rate to) 

which makes the increase 
45 at 10% for black and white | 
: rtising. The percentage will 
b€ slightly higher for color ad- 
Ve: ‘ising. 


¢ Firm Changes Name 


ie firm name of Special Site! 

Si Company, Oakland, Cal., out- | 

advertising organization, has | 

changed to California Out-| 

Advertising Company. How- 
C. Inman is the manager. 


Represented by the National 
Advertising Department, 
Newspapers, 
230 Park Avenue, New York 
City. Offices in Chicago, Cin- 
Forth Worth, 
San Francisco. 


Seripps-Howard 


cinnati, Detroit, 
Philadelphia, 


.and where The Press 


Press market data has paced 


PARTIAL CONTENTS 
OF THE 
PITTSBURGH MARKET 
DATA BOOK 


Description and map of Pittsburgh 
Market—50 market measures for 
Allegheny County and Retail 
Trade Area—45 industrial plants 
employing over 1,000 workers 
Important retailers, wholesalers, 
distributors—Other important 
buyers—Shopping districts—and 
many other important facts. 


The Pittsburgh Press 


TION—IN 


CLASSIFIED ADVERTISING 
GENERAL ADVERTISING 


va 
No. I IN PITTSBURGH 
IN RETAIL 
IN TOTAL ADVERTISING. 


IN CITY 
ADVERTISING—IN 


CIRCULA- 


Ssh eee pos am ti ee as Bees a a —— — <a =3 ee a sas ae 
| ae a 
——__—-— | ee - a 
ae 
| Sone 
| ee 
- ie aia, ta 
. | } : 
y : } : 
“ | -_ 
. 4 pabectaneres ‘ = 
ad} eee ia 
A. : esses 
*s ll OE | 
; 
. } 
2 | _ | 
h | | 
. } Pres 
s } | 
. SS aise 
a | : a 
ts j | om 
S 7 an 
ze cil 

/ 
ts} . N, 4 . 
ej Get this J 
: mite kek toa ke AP antes 5 3's" 4h dt 
e x ae Me . itt ea ; e wi; . 
nd} po bs See ae { $ U rg NG Peace . 
as 4 en ee. , ry Ke bis ae pike So cr ee. om : a ? age. 

ted ee Se Be oa eras eee WB ce eae gi Re he Te 
a- / *S sie ay > “gs re eve e ed - , " a sey 7 a 
- / ET Ra eee a Sty SRN i is a ae ch doa as 
ie- . ee; ft *- bale. oe wien Jae 33 ate i ii 
ith / ane ~ wed Sol ets foc, oP be cet tak “. - ue GSS : 
n- }; ei A se ,? ae \. & guile 
- Maer, ie en ae bs mo: ES iad ” i ASS eh Bk oe “ \ \\\ 4 P a pe * 
otf PS SORE ae Oates Enea \ Ye SL 

j Bikinis te \\ “U4 

: N / } # 

/ \ \ \ (2 pee rat 
ast j ) X LM} 4 . ag 
ed | <= Ty ie 

/ a erie 
i aes \ ~ NY 
—— | — BAY i 

/ | bar et png 
| ee | RE _“y i 

| , : e 
| | Sr &/ = 
= | ee 

| | ee . 
_ | i 
| | er ae | 
pies 
| saat 
- | pen” 
Se | : 
. = | 
- = === 
| A | a i = = = 
A Po = ay = 
k ro SQ 
PS CRI PES — OAR | | 
' : 


Public Relations Still 
Minor Agency Function 


(Continued from’ Page 1) 
mum of $20,000 per year, and its 
‘clients currently include: Austin 
Motor Company Ltd., American 


Express Company, Athol Mfg. 
Company, American Viscose Cor- 
poration, Bakelite Corporation, 


Canada Dry Ginger Ale, Delaware 
Floor Products, International Salt 
Company, Sylvania. division of 
American Viscose, Spotlite Cor- 
poration and Lorraine Compounds. 


Termed Service Unit 


Mr. Mathes says the department 
is maintained as a service unit and 
“while the net earnings are lower 
than on our advertising volume, 


WHAT’S GOING ON? 


@ Manufacturers and their advertising 
agencies are using this inexpensive 
clipping service for collecting editorial 
publicity, for making research and 
market studies, for maintaining com- 
petitive advertising files and for de 
veloping sales prospects on certain 
types of products and services. 

Hew Booklet No. 10 “How Business Uses 

Clippings” tells the whole story 


BACON’S CLIPPING BUREAU 


BUSINESS FARM GENERAL 
"PAPERS JX PAPERS WX MAGAZINES 
314 So. Federal St.. Chicago 4 


we do not operate it at a loss.” 

The findings, in alphabetical 
order: 

N. W. Ayer & Son. Department 
headed by Marvin Murphy, vice- 
president in charge of public rela- 
tions. Department started after 
World War I as publicity service. 
Ayer charges “fee plus expenses 
for our public relations services, 
fee and expenses depending upon 
the amount of work outlined in 
the plan.” Clients are not. listed. 
“Occasionally we may engage a 
specialist,” on a public relations 
job, and Mr. Murphy says “we 
make a fair profit on our public 
relations service.” 

Batten, Barton, Durstine & Os- 
born. Publicity and public rela- 
tion department headed by Wil- 
liam P. Maloney as publicity di- 
rector. Charges “annual fee, plus 
out-of-pocket expense and me- 
chanical charges, in some. in- 
stances, and fee for each specific 
assignment, plus expenses, in other 
cases,” and last year handled 
assignments for 40 BBDO clients. 
It has helped to select a public re- 
lations firm for clients, and some- 
times calls in outside publicity 
help. Bernard C. Duffy, president, 


ents, who, if-they are interested, 
get a presentation on the public 
relations service the agency can 
offer. 


Gannon Heads Unit 


Benton & Bowles. Department 
headed by Charles F. Gannon, 
vice-president in charge of public 
relations, and Richard Bellamy, di- 
rector of publicity. B&B charges 
for public relations services, but 
its charge basis and client list are 
confidential. All of its public rela- 
tions clients are also advertising 
clients. It sometimes helps to 
select an outside public relations 
firm for a client. 

Buchanan & Co. Preferred not 
to answer, pending an agency re- 
organization to be completed in 
February. 

Campbell-Ewald Company. De- 
partment headed by W. A. Moffett, 
and the agency charges for service 
“on some accounts,” but principal- 
ly at cost. Its current clients in- 
clude Norge division of Borg- 
Warner Corporation, Detroit & 
Cleveland Navigation Company, 
Wabeek State Bank of Detroit, 
Delco-Remy, United Motors Serv- 
ice, Detroit Edison Company, 


tors, Packard Electric and Guide 
Lamp. It has some public rela- 
tions accounts which are not ad- 
vertisers. The department, accord- 
ing to Mr. Moffett, is “primarily 
a service department. On some ac- 


says BBDO does not sell its pub- | 
licity department to a client, rather | 
that the service is available to cli- | 


NOW FOR OUR 


O th 


ANNIVERSARY 
CAKE! 


We've been telling you, all | of our clients,” Mr. Churchill con- 
during 


heysyy, yryeel 


LORRY YELL 


1947, that this is 


WDAY’s 25th Anniversary 
year— 


—that WDAY is not only 


the Northwest’s oldest station | 
—that it is also the 6-to-1 fa-| 


vorite around here. 


Now we want to tell you that |for services depending “upon the | 
we aren't resting on our laur- 
els, that we're starting TO- 
DAY to fix up the ingredients 
for an even more resplendent 
cake on our fiftieth anniver-|to show whether the public rela- 
sary. And for every anniver- 
sary in between! 


FARGO, N.D. 


NBC .. 970 KILOCYCLES . . 5000 WATTS 


FREE & PETERS, INC. 


Exclusive National Representatives 


counts a separate charge is made, 
usually on ‘a fee basis. On other 
accounts—large in billing—there is 
no extra fee ... ‘out of pocket’ 
expenses are charged to all cli- 
ents.” 


} 
| 
| 
| 
| 
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Funkhouser Sets 
Up New PR Unit 
in Washington 


WASHINGTON —Justin Funk- 
houser Advertising, Inc., Balti- 
more, announced the opening here 
last week of elaborate Washing- 
ton offices under the direction of 
Paul H. Bolton. 

Called Justin Funkhouser Or- 
ganization, International, the of- 
fice will be a division of the Justin 
Funkhouser agency, and will func- 
tion as a public relations unit for 
present Funkhouser clients and a 
list of special public relations ac- 
counts. 

Mr. Bolton, a co-founder of the 
American Public Relations Asso- 
ciation, resigned as vice-president 
of Home Builder’s Research, Inc., | 
to join Funkhouser. A _ former | 
Ohio agency man, he had pre-| 
viously served as director of pub- 
lic relations for the Office of De- 
fense Transportation. 


One of the original planners 94 
APRA, Mr. Bolton served as so. 
retary for two years, and tre: ;- 


'urer for a.year. 


Will Build Up Staff 


Mr. Funkhouser indicated t) at 
the Washington office, located in 
the New Ring building, will even- 
tually include a staff of 10 to 12 
persons equipped to provide fi)|| 
public relations and advertising 
services. Current Funkhouser ac- 
counts, served from offices in New 
York, Baltimore and Chicago, in- 
clude O’Sullivan Rubber Corpo- 
ration, Winchester, Va., Victor 
Products Corporation, Hagers.- 
town, Md., and Pal, Inc., Wash- 
ington. 

Mr. Funkhouser said the ex- 
pansion of public relation activi- 
ties here is predicated on a be- 
lief that Washington is “the eco- 
nomic capital of the world and 
destined to have more and more 
to do with the implementing of 
world trade and the motivation of 
national business and industry.” 


licity and public relations budget 
separate from advertising. This 


L. Billingsley, president, says the 
agency feels “it is better policy to 


Chevrolet division of General Mo- | 


budget is divided into (a) an an- 
/nual working budget to cover out- 
|of-pocket outlays for travel, dis- 
tribution of material, legitimate 
jentertainment, etc., and (b) an 
;annual fee, payable monthly to 


| cover the time cost of the agency 


personnel devoting their time to | 
McMahon notes 


|the client. Mr. 
|that its charge is similar to that 
of publicists except that “costs of 


7 

* 
|general overhead and advertising | ° 
liaison are absorbed by the agen-| ® 


work with specialists in the pub- 
lic relations field.” F&S&R coun- 
sels on public relations matters, 
and is often asked to recommend 
a public relations firm. 

Geyer, Newell & Ganger. De- 
‘partment headed by Edward F. 


THERE'S PLENTY OF 
BUSINESS IN 


cy.” Federal has suggested, on re- | 


quest, other public relations firms | 
| Compton Advertising. Publicity 1° clients. The department s prof- 
department headed by Mrs. Vir- | tt says Mr. McMahon, “is sate | 
ginia aie stars charging “actual ee 8 Cone & Belding. No pub | 
ti involved agreed over- | , . ‘i 
feoowdy sie perrdiggh gorge" relations department domes- | 
-expenditures. Current publicity tically, but Col, Harry Berk has a | 
accounts are Crisco, Ivory flakes, sizable public relations operation | 
‘ory sap."Dus, and the agenay ng internat ak 
|has assisted in choosing public). ; ! ee 
‘relations counsel. Mrs. Travers Hlic relations department, and Allen | 


‘notes “it is not the purpose of the 
department to make money but. oF — = 
rather to afford the best possible | 
service at actual cost.” 


Charges Actual Cost 


iii, 


: ; Sse cs eee 
Dancer - Fitzgerald - Sample. H. i 
M. Dancer, president, told AA the lfs CIS/CL 14) sell tn Gutts/o é 
agency preferred to have its cli- ae VX :; care mae 


IS 


ents use an outside firm. It “holds | 
its public relations activities at a| 
minimum.” Pat Sweeney handles 
publicity. 

Donahue & Coe, No public rela- | 
tions department. E. J. Churchill, | 
president, notes “we usually re- 
commend several reputable pub- 
lic relations organizations. Where | a 
the client wishes us to do so, we| ® 
sit in on the final selection . . »| 
“Where we have anything to do | 
with the public relations activities | 


a eit te 


i 


| tinues, “we charge a fee the equiv- 
jalent of 15% of their expenditures 
\in this direction, unless their ar- 
‘rangement with their public rela- 
|tions counsel provides for us to re- 
|ceive the usual agency commis- 
| sion.” 


Tic | 
G86 2% read the NEWS 


Be 


It is easier—and more economical—to sell in 
Buffalo because you can reach everyone (98.6%) 
in the Evening Newspaper. 


ni 
Broderick Heads PR 


Doremus & Co. John P. Brod- 
lerick, vice-president, heads the 
'department. The agency charges 


jextent of the assignment.” It a 

|does not list its public relations Lr 7, 
in ¥| 
sn 
. yn We 


|clients, and “rarely” calls in spe- 

|cialists. According to Walter H. 

|Burnham, executive  vice-presi- 
WHAT'S YOUR POTENTIAL?— 
We can supply data on the potential 
for your product in this big market 


ident, “our books are not set up” Reaching the mass market at 
—and help you get a distributor. 


cost means profitable advertis 4 
When you sell the News reader — 
You sell the market. 


| tions department is as profitable as 
| the remainder of the agency. 
| Erwin, Wasey & Co. Charles S. 
Hart heads public relations, Mrs. 
K. F. Evans, publicity. It does 
not charge for public relations | 
|service. It sometimes helps to 
|select a public relations firm. 
Federal Advertising Agency. De- 
|partment headed by Thomas P. | 
McMahon, vice-president; agency | 
| charges for services, sets up a pub- | 
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‘not think that public relations 
|/counsel should become involved 
\in advertising matters, as many 
|are doing today. The many public 
relations counsels that have sprung 
|up since the war without having 
|proper knowledge of the subject 
|are giving the whole public rela- 
|tions service a black eye.” 

| McCann-Erickson. New York 
|office has two public relations op- 
jerations, one for Standard Oil, 
|headed by Richard Van Horn, one 
for the other accounts, headed by 
Fred Coll (Coll, ~Freedman & 
Gardner). H. K. McCann, presi- 
dent, says a charge is made for 
| public relations service “depending 


It recommends long-range cam- entirely on the type of media in 
paigns and where this is impor- Which the publicity is to be placed.” 


‘The agency has not recommended 
‘other public relations firms be- 
|cause “we have not had occasion 
to,” and it does not call in outside 
|public relations help. The profit on 
'the operation varies, Mr. McCann 


said, but “generally speaking, the 


rhomas, vice-president; it charges | public relations should be sitting advertising service offered.” 
ee and expenses, with cost figured | at top levels of management. I do | 


also president of the agency. 
Charges for service, “monthly in- 
come dependent upon job to be 
done.” Carries some clients for 
public relations but not advertis- 
ing, does not list the accounts. “If 
we do not consider ourselves 
equipped to handle the job,” may 
call in outside help; Mr. Baxter 
appends the note that “Canadian 
industry, generally speaking, is not 
seized with the value of public 
relations services as are many U. S. 
industrialists . . . fees, like adver- 
tising appropriations, are geared 
to our market.” 


Shows Smaller Profit 


Needham, Louis & Brorby. De- 
partment headed by John Wil- 
loughby. It charges for public 
relations service on out-of-pocket 
expenses plus creative charges, and 
does not list clients. The publicity 
department makes a smaller profit 
than other units, and handles only 


|public relations involves the prin- | 
McKim Advertising Ltd. De- | cipals of our business.” 
|partment headed by James Baxter, | 


Newell-Emmett Company. De- 
partment headed by Franklin 
|Brill; charges for service, ‘fee 
‘based on estimated cost of pro- 
|posed service.” Some 13 N-E cli- 
‘ents use the service. Profit varies 


‘in relation “to the accuracy of our | 


‘estimate of cost when establish- 
ing fee.” 


department, but charges for pub- 
licity service on a cost-plus basis. 
Sometimes calls in outside spe- 
cialists. 

Roche, Williams & Cleary. Has 
publicity department headed by 
Franklyn E. Doan, and has helped 
some clients select public relations 
firms. 

Ruthrauff & Ryan. No publicity 
or public relations department per 


se. George A. Huhn, vice-presi-| § 


dent, handles publicity functions 


of R&R radio, acts as liaison be- 
tween agency, clients and clients’ 
publicity firms. Out-of-pocket ex- 


Knox Reeves Advertising. No | 


when necessary, and Grant Flynn, | 


75 


assists in making a selection of 
public relations firms. 


JWT Lists 20 Accounts 


J. Walter Thompson Company. 
Public relations-publicity depart- 
ment headed by Joseph E. Boyle, 
as director. JWT charges for the 
service, basing its fees on “staff re- 
quired to render the service.” Pub- 
ilic relations services are normally 
| performed only for advertising 
clients, but in special instances 
JWT does public relations for a 
non-advertising client. Among the 
20 accounts now handled are Insti- 
tute of Life Insurance, Pond’s cos- 
metics, Penick & Ford molasses, 
Anthracite Institute, Kraft, Elgin 
Watch, Northern Trust, U. S. 


: NG - 
| . MS Ra reek 


LETTER SHOP, Inc. 


ers of 
S sec. 
trezs- yn the range of the job. No client 
list. Mr. Thomas says it occasion- 
illy retains “outside radio pub- 
licity service specialists,” and that 
1 that GN&G believes that “a competent- 
ted in ly staffed public relations depart- 
even- ment is an integral part of the 
to 12 modern advertising agency.” 
ee 
icine Grant Expands Service 
er ac- Grant Advertising. With Chi- 
n New cago headquarters and branches 
g0, in- @ all over the world, it offers an in- 
Sorpo- terlocked public relations service 
Victor § to its several hundred clients. A 
;€rs- § comparative newcomer in the top 
Wash- § 10 agencies, now billing $31,000,- 
000, it is expanding this service. 
ie ex- 
activi- 
a be- § tant and handled direct, operates 
€ eco- on a fee basis. 
d and Grant’s public relations work 
| more has already had an extreme range. 
ing of It is responsible for establishment 
tion of § several years ago of a commercial 
try.” broadcasting network in Mexico 
and effected the same thing just 
ys the this fall in China—despite extreme 
licy to difficulties. It handles such large 
p pub- jobs as the Florists Telegraph De- 
coun- livery Association campaign to set 
1atters, up scholarships for hospital) 
mmend @ nurses, Texsun Citrus Exchange, | 
etc. Its London office, for the 
r. De- Irish Linen Guild, for example, | 
ard F. has worked on public relations | 


LJ 
* 
ye 
= 


~ 
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resents 


ves 


a “radio 


problems with other Grant offices 
in the U. S., Brazil, etc. 
Hutchins Advertising Company. 
Has a department, charges for 
service, and says the cost basis is 


“commensurate with the job.” It) 


sometimes calls in outside help on 
public relations problems. 


Makes No Charge 


Duane Jones Company. Has one 
person, Marie Baumgartner, as- 
signed to publicity, and does not 
charge for public relations serv- 
ice. It sometimes calls in outside 


specialists, and R. A. Stevens, busi- | 
ness manager, notes “our publicity | 


department is strictly for doing 
Duane Jones publicity. We do not 
want to build a publicity depart- 
ment. However, occasionally some- 


thing takes place in a client’s office | 


which he wishes to have publi- 
cized ...” 

Kenyon & Eckhardt. Publicity 
department headed by Hal Davis. 


and has clients who are not K&E 
advertisers. Clients include Kel- 
logg product and radio, Borden 
radio, National Association of 
Transportation Advertising, Tex- 
cel, Bondex, Henry H. Reichhold 
and _ affiliated projects.” 
K&E has helped in selection of a 
publie relations firm, does not call 
in outside help, and Mr. Davis 
notes ‘“‘we have no public relations 
department—just publicity.” 


Two Head Kudner Unit 


Kudner Agency. Public rela- 
tions department headed by S. D. 
Fuson, vice-president, and Frank 
Armstrong, manager. Kudner 
charges for public relations serv- 
ices, billing “on terms agreed upon 
before the work is undertaken . . 
on the basis of time and effort 
required.” It has no clients for 
pudlic relations who are not also 
advertising accounts. Mr. Fuson 
comiments, “We work with all our 
Che nts on over-all public relations 
because we consider advertisting 
to >e a part of public relations,” 
an the agency cooperates with 
Cieits’ public relations depart- 

ts. It sometimes helps to pick 


iblic relations firm, and calls | 


elp from outside occasionally. 

rv profit, Mr. Fuson notes, “‘ob- 

ly, our major income is from 
ac\ ertising.” 

'ennen & Mitchell. Has no pub- 
department, and retains out- 
counsel, charging cost plus 

” . Ray Vir Den, president, says 
1 eel that public relations and 
aa. ortising are two separate prob- 


len - and should be handled as such | 


I believe a man in charge of 


Charges “according to the job,” | 


profit on each is smaller than on 


publicity —“‘broader counsel on 


penses charged. 


8t., 
When asked, | \smuemeeemn 


Chicago 5, Illinois 


FREE & PETERS, INC. 


OKLAHOMA 


You have many times wished one Kansas 
City broadcaster could furnish you complete 
coverage of Kansas City’s vast primary trade 
area. Your wish has come true! 


We at KMBC proudly announce that on 
December 7th KFRM—our 5,000 watt “First 
on Your Dial” (550 KC) service for rural 
Kansas — officially went on the air. 


Note from the map how the KMBC-KFRM 
half millivolt contours envelop western Mis- 
souri and practically all of Kansas. This cover- 
age was planned after a study by Dr. W.D. 
Bryant, Director of the Department of Re- 
search and Information of Kansas City. This 
study (a copy will be mailed you on request) 
proved that Kansas City’s Primary Trade Ter- 
ritory is the area shown in the accompany- 
ing map. 


Siiblionb Pia 


Now, for the first time, one Kansas 
City broadcaster covers the entire 


Kansas City Trade Area 


Fg a ata an 


KANSAS CITY, 


PRE eM wee eee ee 
nt thd ee a me eS 


RA 


The KMBC-KFRM team is available to 
sponsors for early morning and noon farm 
service programs, also at certain other times. 
KFRM alone is available during its remaining 
hours on the air—at present daytime only. 


KFRM will be programmed from KMBC 
studios, from the KMBC Service Farms, and 
from the Kansas City Livestock Exchange 
Building and other KMBC program sources. 
“Nuff said!” 


Yes, we chalk it up as another KMBC 
“First.”— First to cover a great trade territory 
by placing a transmitting station (it’s in cen- 
tral Kansas) a great distance from the trade 
center and cash in on this economical concen- 
trated trade area coverage. Ask Free & Peters. 


KFRM e THE KANSAS FARM STATION IN THE HEART OF THE 
NATION e PROGRAMMED BY KMBC FROM KANSAS CITY 
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76 
Lines, the Navy and Marine Corps, 


National Fisheries Institute and 
Washington State Apple Commis- 
sion. Mr. Boyle notes that “the 
public relations department has its 
own client contact representative 
but cooperates closely with the 
advertising representative in all 
work of the department.” 

Young & Rubicam. Department 
(Bureau of Industrial Services) is 
headed by Harold <A. Smith, 
charges for service by hourly rates 
and monthly fees. Clients not 
listed. 


NAB Prints Volume 
on White Radio Bill 


The NAB has published “Broad- 
casting and the Bill of Rights,” a 
322-page book containing testi- 
mony on the White bill to amend | 
the Communications Act of 1934, 
made at a 10-day hearing last | 
June before a House committee. 


Besides testimony by 25 indus-| 


try representatives favoring the 
bill, the volume includes the text 


of the bill, section-by-section 
commentary and_ information| 
about the networks. It is being 


sent to 10,000 publishers, libraries 
and others. 


WINX Names John Hayes 


John S. Hayes has been named 
manager of WINX and WINX- 
FM, the Washington Post stations. 
Since returning from service with 
the armed forces network, he had 
been ‘manager of WQXR and)! 
WQXQ, the New York Times sta- 
tion. 


Joins Muller & Phipps 


C. Winston Tarbet, formerly as- 
sistant to the president, American 


Home Products Corporation, and} 


president and general manager of 


the Kolynos and BiSoDol com-| 


panies, has been elected vice- 
president of Muller 
(Asia) Ltd., New York. 


WITHIN 15 MILES © 
sa . TOWER 5 
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SAWMILLS 


Producing over 
4,000,000 Bd. Ft. 
of LUMBER 
Daily. 


cKNW 


NEW WESTMINSTER, B.C 


REACH THIS 
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& Phipps | 


Nielsen's Ratings 


Expanded to Cover 
5-60 Minute Shows 


| CHicaco—A. C. Nielsen Com- 
pany’s second semi-monthly re- 
lease of its long-secret program 
ratings differs from the initial re- 
port (AA, Dec. 1) by covering a 
wider range of both daytime and 
evening shows. 

The new figures shown on this 
page cover evening shows of from 
15 to 60 minutes heard once a 
week, evening shows of five to 30 
minutes heard twice to five times 
| weekly, daytime 15 and 30-minute 
ishows heard from two to five 
i\times weekly, and all daytime 
shows heard Saturday or Sunday. 

The first report of the leaders 
was based only on_ half-hour, 
| once-a- -week evening programs 
jand on 15-minute, five-a-week 
‘daytime shows. As reported ‘last 

week, Nielsen will reveal its top 
‘radio ratings twice monthly here- 
after. 


Newscasts Rate High 


The highest-rated evening show 
in the new report is Lux Theater, 
with 29.6—a considerably higher 
rating than for second-place 
“Amos ’n’ Andy” (26.8) or than 
| “Fibber McGee and Molly” had in 
the first report, which it led. The 
Lux hour-long show was not 
shown at the head of the list in 
the first report because 60-minute 
|shows were not included. 


| terial 


i'tremendously high “NRI Homes 
per Dollar” showing for Bill 
‘Henry’s newscasts (heard for 
Johns Manville on CBS five min- 
utes a night, five times a week). 
His newscasts get 2,447 homes per 
dollar, nearly twice as high as the 
five-minute Billy Rose program 
and the top daytime serials. 


Eastman Research Moves 
ization, New York, has 


22 E. 40th St., New York 16. 
Opens Frisco Office 


radio station representative, has | 
opened a San Francisco office at 
300 Montgomery St. 


JAHN & OLLIER 


ENGRAVING 


co. 


MONROE 7O8O 
~—~BI7 W.WASHINGTON BL 


Probably the most startling ma- | 
in the new figures is the) 


EVENING, ONCE-A-WEEK, 
Total Audience 


DAYTIME, 2 TO 5 A WEEK, 


1 1 Right to Happiness ....... 11.0 +0.8 
2 4 Back Stage Wife ......... 10.9 +1.6 
3 5 When a Girl Marries ...... 10.3 +1.2 
4 90: SE Pace dasecnes 10.2 +1.6 
5 lO 10.0 +0.1 
6 14 Young Widder Brown ...... 10.0 +1.6 
T GR UOPGUR GHEE... cc ccccsee 9.8 +2.3 
8 3 Our Gal Sunday .......... 9.6 +0.3 
9 NR Portia Faces Life ........ 9.6 +1.6 
10 me FF Ore 9.2 +0.7 
11 - ». &. Sere 9.2 +0.1 
12 ty eer 9.0 +0.3 
13 8 Wendy Warren ............ 9.0 +0.1 
14 B WE feb akinscscesses 8.8 —0.2 
| 15 9 Romance of Helen Trent .. 8.7 —0.1 
mn fF |... aareerrce 3.8 +3.5 
2 3 Armstrong Theater ........ 13.3 +1.8 
3 NR Grand Central Station ....13.2 +2.1 
4 2 True Detective Mysteries ...12.5 -+0.9 
SG Wee, Ge Be. is seccssccssss 12.3 +2.0 


NR—Not ranked in previous report. 


> «$s 

x= SE es ES 
oe ae Program Se ao 
1 a Seer 29.6 —0.3 
2 OE  occvccscccs 26.8 +3.0 
3 ce. St Seer: 26.2 +1.4 
a 5 Truth or Consequences ....25.7 +2.9 
5 J 23.7 +3.2 
6 - ££ Beer 23.6 +1.1 
7 NR Mr. District Attorney ....23.5 +4.8 
8 .. &. (eee 22.9 -+0.6 
9 4 Chase and Sanborn ....... 22.1 —0.4 
10 = £ Beer: 22.4 +11 
11 18 Your Hit Parade ......... 22.2 +3.1 
12 15 Date With Judy .......... 21.9 +2.4 
13 1 Fitch Bandwagon ......... 21.7 —0.8 
14 NR Burns and Allen .......... 21.4 +3.1 
15 17 Great Gildersieeve ........ 20.7 +1.4 
US UO ae 20.6 -+-2.0 
17 NR Aldrich Family ........... 20.5 +-3.0 
18 19 Godfrey's Scouts .......... 20.5 +1.4 
19 if ft: “eee 20.4 —1.2 
20 TE SE, Sobek caccisiaes 20.4 +0.1 
EVENING, 2 TO 5 A WEEK, 

1 ee fee 15.7 —1.0 
2 i 6 Pe cr 12.2 +1.3 
S Wee Bee My CWS ou cccccses 11.7 +11 


se: 


Advertising Age, December 15, 1947 


Nielsen Figures on Top-Rated Shows 
Week of Nov. 2-8, 1947 


All figures copyright by A. C. Nielsen Company 


15-60 MINUTE. PROGRAMS 


NRI Homes Per Dollar 


wv a 

a o 
-= ss -—€£ s 
ge ze Program z= & 
1 8 Date With Judy ........... 514 +59 
2 > & een 505 +15 
3 i  _, aes err 502 +47 
4 -_.. 68 Oe aa 490 +67 
5 xe . 2 ara 481* +109 
6 NR Mr. District Attorney ..... |. 
1 S Renee POPOGRE  .nnccccccs 444" —94 
8 S Gabriel Wemtter 2... cesces 442 —44 
$ .. ser 400Ci 
18 17 Truth or Consequences ..... 429* +47 
11 14 My Friend Irma .......... 425* +27 
12 F< arr 422 —150 
> CR Geers TORR... scccccess a 
14 15 Godfrey's Scouts .......... 421* +28 
15 5 Famous Jury Trials ........ 420 —38 
16 -. 3 are 416 —40 
TT WR Cree HERE 2. ccccccces ee 
18 NR Those Websters ........... . 
19 NR Murder Mr. Mal. ......... 407 
20 NR Adv. Charlie Chan ........ 407 


5-30 MINUTE PROGRAMS 


1 1 Bill Henry News ........ 447 +298 
2 3 B. Rose (MWF) ......... 1380 +381 
3 BR Wi ee TE co iesces 1 —126 
15-30 MINUTE PROGRAMS 

1 © BD - eeccccasisncais 1247 -+-178 
2 ee © Serr errr 1242* —22 
3 © Bee MOE wocsesaces 1153* —8 
4 TT ee 131 —33 
5 9 When a Girl Marries ...... 1118* +118 
6 8 Right to Happiness ...... 1092* -+83 
7 5 Romance of Helen Trent 1082* —26 
8 12 Back Stage Wife ........ 1061* +144 
J rE MD aicac cageeey sae 

10 / 2o , AER Aat ey 1037* +-165 
2 s. 3 rae 1028* .. 
12 NR Front Page Farrell ....... | @ec 
13 10 Young Dr. Malone ....... 1018* +22 
14 ef 38 err 1004* +145 
15 NR Young Widder Brown ..... 1000* ... 


DAYTIME, SATURDAY OR SUNDAY, 5-60 MINUTES 


1 5 Stars Over Hollywood ..... 680 +156 
2 +. &§ &. eer 664 
3 2 True Detective Mysteries ..643 86 
4 NR King Cole Trio ........... Sn: - dean 
5 NR Grand Central Station ....539 


*Computaton is based on non-contiguous rate, although sponsor is earning lower, contiguous rate. 


Bendix to Retain 
Appliance Models; 
Convention Off 


George Hollingberry Company, | 


SoutH Benp, Inp.—Bendix Home 
| Appliances, Inc., has advised its | 
distributors that, 


washer will be continued “for 
|/some time.” 

- Adding emphasis to the com- 
pany’s announcement was the 
cancellation of a projected con- 
|vention of all company distribu- | 
‘tors at the Edgewater Beach Hotel, 
Chicago, Jan. 18-19. 

Judson S. Sayre, president of 
the South Bend company, said 
that ‘due to the continuing great 
demand for our product, it would 
be unfair to our dealers and the 
public to introduce new models in 
the foreseeable future.’”” He added 


years ago, has been improved with 
the incorporation of various en- 
gineering changes and “it is a 
company policy to make constant 
improvements in its products.” 


Produces 65,000 Units 


Harry L. Spencer, vice-presi- 
dent in charge of manufacturing, 
said the company turned out a 
total of 65,000 units during No- 
vember — including 51,000 auto- 
matic washing machines, 
automatic home ironers and 9,500 
automatic clothes dryers. 

November production of wash- 
‘ers was 65% higher than the out- 
|put for November, 1946, and the 
|1l-month total for 1947 is more 
than double that of the previous 
year. Up to Dec. 1, the company 
had manufactured 641,750 units, 
‘including 558,500 washers, 43,000 
ironers and 40,250 dryers. 

Bendix has been advertising its 
appliances consistently and 
heavily, and this year’s ad ex- 
penditures will top $3,500,000, ac- 
cording to Stewart Roberts, adver- 
tising director. Of that amount, 
$1,000,000 went to national maga- 


\ zines; 


| 


| 


| vertisements 


the remainder was _ split| 
among newspapers, outdoor and/| 
radio. 

Commenting that Bendix pro- 


'vided two full-page magazine ad-| 


“for every man, woman and child 
in America,” 


refrigerator manufacturers.” 


Offers Aid to Those 
Interested in Selling 


into the newspaper selling field 
has been established by the New 
York chapter of the American 
Association of Newspaper Repre- | 
sentatives. A file system contain- 
ing information on the availabil- 
ity of qualified sales and office) 


that the postwar Bendix washer, | 
introduced a little more than two} 


4,500 | 


personnel has been formulated | 
under the direction of Dan Car- 
‘roll of the Dan A. Carroll Com- 


|pany, New York. 


Promotion Group Elects 

Edgar S. Bayol, editorial pro- 
motion manager of the New York 
| World-Telegram, has been elected 
| president of the New York News- 
paper Promotion Managers Asso- 
|ciation, succeeding Sumner Col- 
|lins, promotion manager of the 
New York Journal-American. 
George H. Allen, promotion man- 
ager of the New York Herald 
| Tribune, has been elected secre- 
| tary-treasurer. 


GM Promotes Four 


General Mills, Minneapolis, has 
promoted William Cash from prod- 
ucts manager in grocery products 
advertising to assistant advertis- 
ing manager of grocery products. 
Lowry Crites, formerly director of 
media and advertising controller, 
has been appointed administrative 
assistant to Samuel C. Gale, ad- 
vertising and public services vice- 
president. Abbott Washburn, as- 
sistant director of public services. 
has been named manager of the 
pubiic services department, and 
James L. McHugh, 


ant research production coordi- 
nator. 


5|Chamber of Commerce, 


G-E Drive Sets 
Real PR Example, 
Rudge Maintains 


Boston—General Electric Com- 
pany is virtually the only major 
company which is explaining the 
economic realities of the Ameri- 
can system to its workers and 
plant-community neighbors, Freq 
Rudge, president of Fred Rudge, 
Inc., New York agency, declared 
here Thursday. 

Mr. Rudge, speaking before the 
Executives Club of the Boston 
insisted 
that while business leaders give 
lip service to the need for an in- 
formed public, they have failed 
to take aggressive action on pres- 
ent problems, such as _ inflation, 
and on such fundamental issues 


..- |as the free business system. 


General Electric, he continued, 
has embarked on a full-scale cam- 
paign covering not only corporate 
policies, such as improving jobs 
and discussing profits, but such 
factors as the food and housing 
situation. 


Run in Newspapers 


The ads are carried first in the 
company’s employe publications, 


14;and subsequently appear in some 


70 plant-community newspapers 


**| throughout the country. 


Most business management, Mr. 


in color this year| 


he said that “this | 
with demand/is the largest magazine program 
The Eastman Research Organ- still exceeding production, current|0f any appliance manufacturer | 


moved | models of the Bendix automatic | this year—even including the big | 
from 330 W. 42nd St. to Floor 22, | 


A clearing house for sales per-| 
sonnel who may wish to break | 


Rudge charged, is shirking its re- 


| sponsibility to state publicly what 


|it says privately, and that the 
penalty is a government-con- 
|trolled economy. He added that 
'a good public opinion of business 


‘| cannot be built up by campaigns 


/sponsored by national associations 
‘or other “pressure groups.” 

| Sound employe and community 
oe Mr. Rudge said, depend 
lo adequate personnel policies 
jr a continual two-way channel 
'of communication between man- 
agement and employes and the 
| public. 


Gray & Rogers Names 2 

Julian Pearson, assistant direc- 
|tor of media of Gray & Rogers, 
| Philadelphia, has been transferred 
to a contract department post. 
|Edgar W. Baird III, formerly with 
{Benjamin Eshelman Company, 
| Philadelphia, has been named to 
/succeed Mr. Pearson. 


Starts Video Agency 
Bernard L. Sackett, a former 
member of Sackett & Prince, tele- 
| vision agency, has organized Ber- 
/nard L. Sackett Television Pro- 
|ductions at 904 Bankers Securities 
building, Philadelphia. The or- 
ganization will produce and place 
television shows and commercia!s. 


7ée PRIZE 


Where top flight sales and 
advertising executives come 
to select ‘““Championship” 
sales stimulators. 


1. Prizes For Sales Contests 
2. Self Liquidating Premiums 
3. Business Gifts 

4. Advertising Specialties 


products man-| 
ager in grocery products advertis- | 
ing, has been promoted to assist-| 


ROSS COLES & C 


| 173 W. MADISON ST., CHICA 
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Hangover Cures 
Pull Prospects 
at Chicago Show 


(Continued from Page 1) 


SoDol, Alka-Seltzer, Citro-Car- | 
bonate. 
“Need to Go? . . . Sal Hepatica, | 
Milk of Magnesia. 
“Going too Much? . . . Pepto-| 
Bismol. 
“All Four? . .. See your doctor, 
we can’t help you.” 


Pulled Like a Magnet 


The idea was a natural for 
Tecnik, since automotive chem- 
icals are one of the wholesalers’ 
worst headaches. It pulled pros- 
pects like a magnet. Most of the| 
“patients” were reluctant to admit | 
excessive drinking, however, ac- 
cording to Mr. Miller. They had 
“just come from _ the train,” 
“worked late last night,” “stayed | 
up with a sick friend,” or “had too | 
much prune juice for breakfast,” | 
but they placed orders just the | 
same. 

Many of the 585 manufacturers, | 
who filled four and a half miles 
of aisles with exhibits costing on | 
the average, about $10,000 each, 
offered similar gimmicks to at-)| 
tract the 30,000 automotive whole- 
salers to their booths, which) 
covered 300,000 square feet of! 
floor space. | 

National Carbide offered gigan- | 
tic apples to passers-by at its| 
Ever-Ready battery display, and) 
Van Cleef Bros., Inc., maker of | 
Dutch Brand chemicals, Chicago, | 
had an attractive blonde in Dutch | 
peasant clothes pass out synthetic | 
meerschaum pipes with long) 
stems, loaded with tobacco. | 


/enamels and lacquer finishes to 


Carnations, Screwdrivers | 


Carnations were inserted in| 
lapels of wholesalers who passed | 
the Velvetouch clutch facing and | 
brake lining exhibit by models 
who smilingly invited the visitors | 
to watch a demonstration of the) 
company’s new brake lining) 
welder. | 

Plumb Tool Company offered 
several varieties of screwdrivers 
to wholesalers and their guests 
who scored high at its shooting 
gallery, and tokens to those who) 
didn’t. | 

Price Battery Corporation of 
Atlanta happily dispensed hot 
coffee and pretzels along with in-| 
triguing smiles from its distaff 
representative while strolling 
icigar and cigaret girls provided a 
touch of the night club atmos- 
phere, 


| 
{ 


Free Caricatures Drawn 


Free popcorn, balloons, photo- 
Sraphs to send home, carrying 
cases for accumulated literature, 
and caricatures drawn by Lenn 
Redman all were offered by other 
automotive service and equipment 
companies. 

New products displayed at the 
Show included a resistor spark 
plug developed by Electric Auto- 
Lite Company, Toledo, which 
lamipens ignition interference with | 
radio reception, and collapsible | 
trailers which fold into the rear! 


lugvage compartment of automo- | 


Dile 


oud 


iversal Lubricating Systems, 
Inc Oakmont, Pa., showed its 
New grease gun with a pressure 
ol valve which boosts the| 
p r gun pressure to between 
*¥0) and 6,000 pounds, to get 
stease through frozen fittings. 


Shows Radio Speaker 
adio speaker which fits into 


‘the back seat was displayed by | 
Mar-mont Automotive Products, 
~ Chicago, and the Perfect 
ir 


Company, Hagerstown, 
demonstrated its Nurlizer, a 


shades of color used on automo- | qucted by Crown Mills here oa 
ib 


of Cincinnati showed an aluminum | gour to the number two position 


‘principal speaker at the annual |ated as a basic portion of every | 
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new device for piston repair shops, 


- | point-of-sale material back up the|tor of Montgomery Ward & Co., 
which is said to make possible the | Flour Sales Rise | drive. |Chicago, to media director. He 


renewal of many pistons other- succeeds John A. Martin, who has 
wise destined for the scrap heap. As Result of Free — appointed Bagg eo retail 
Arco Company, Cleveland, ex- , “ Wards Promotes Two |Sales manager. r. Martin will 
Pete: KS ss ; ‘ -also continue to handle all Mont- 
hibited a “color bar’ which mixes | Testimonial Drive Lester M. Horner has been pro- gomery Ward press releases and 


; PORTLAND, OrE.— A _ 10-month, | moted from assistant media direc- | publicity. 
match several thousand different free testimonial campaign con- | : 


iles, while Aluminum Industries| pushed its Crown Best Patent | 


THE BEST WAY TO REACH 


Ll Your Story in Bowling 


water pump. in its market area, and sales are | 
The show’s slogan, “Accelerate | ¢ljimbing steadily. 

in ’48,” appeared above the ex- Pushing the “local appeal” 

hibits in more than 15 languages, | angle, Richard G. Montgomery & | Tell 

to welcome the 200 overseas buy- Associates, Crown’s agency, fea- | 


ers who registered from 39 foreign | tured endorsements of the flour by | 


countries. ; /customers who are satisfied and 
. a? oC al enthusiastic, without benefit of 
Austin to Speak money inducements. 
—_ . ; b= 
at Printing Banquet Each lady witness chosen su market, wide open after four war years, produces $29! ,000,- 


Warren Austin, U. S. delegate |™its her favorite recipe using | 


‘ ri 000 annually — three times as much as pro baseball. 
to the United Nations, will be the |Crown flour, which is incorpor- | ‘ 


Write for our latest rate card today. 


| banquet during Printing and Pub- | three-column by nine-inch ad in| s Official Publication of : 
lishing Week at the Copley Plaza, portland and smaller city dailies | AMERICAN BOWLING CONGRESS 
Boston, Jan. 15. He will discuss ‘im the masieet area OW, Vf . , 
the responsibility of the printing Radi ae fi k ities. | ~ 2200 NORTH THIRD STREET 
and publishing industry in the acdio spots in live Key Cities, THE BOWLER’S MAGAZINE MILWAUKEE 12, WISCONSIN 


struggle for world peace. painted bulletins, car cards and 


tins A a Mon BS ‘Ages 3° 
PES 
Poe Bee, eae Saas Coe 


Pr ae oa Pures Pes aya ate $e 
4 oh EXECUTIVES 


Who Specialize in 
Selling and Advertising 
to Business & Industry 


INDUSTRIAL MARKETING is. the 
primary working tool for management, 


INDUSTRIAL. MARKETING's editorial program, which Sales and advertising men whose one 
has made it the primary working tool for the management, sales common function is selling to business and 
and advertising men who sell to business and industry, includes: : ‘ ‘ h : e 

industry — whether presidents, vice presi- 


Promotion of fundamental marketing research. dents, general managers, sales managers, 
Promotion of sales training, sales control and marketing Sales engineers, sales promotion men, ad- 
strategy built on facts. vertising managers, or advertising agency 
Helping industry to build sound distribution facilities. executives. 


Making advertising more effective through research and For more than 31 years INDUSTRIAL 
critical: analysis. MARKETING has fostered this funda- 
Promoting editorial progress and recognition of improved mental principle or unduplicated in its 
sditorial service, tl zh ¢ awards for editorial achieve- . . wee aA: . . 
= service, through annual awards for editorial achieve pioneering, specialized editorial service. 
a ; iy W and editorial coverage among the three 
Promoting recognition of industrial advertising by advertising ee Rigatoni . ‘Soak . 
agencies. executive levels responsible for industrial 
advertising buying decisions — top man- 
Promotion of organized effort through the National Indus- S 7S ‘ 
telek dteettinats Ranaslaiiens agement, sales and marketing manage- 


a ’ , ment, and advertising and public relattons 
Providing fundamental information on industrial markets and S 


how materials and supplies are bought. managenient. 
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‘48 Trade Shows, fos: led to much duplication and | WILLIAM REMINGTON 


Expositions Will 
Hit Postwar Peak 


New YorK—It looks like a ban- 
ner year in 1948 for trade shows 
and expositions, says the Exhibi- 
tors Advisory Council. 

The council, which has just is- 
sued its “Annual Schedule of | 
Shows and Exhibits for 1948,” re- 
ports that listings for the first 
eight months of the year total 718, 
a 53% jump over the 468 listed 
for the same period of 1947. The 
council issues supplemental lists 
at intervals throughout the year, 
and these are expected to boost 
the record still higher, according | 
to J. F. Apsey Jr., advertising | 
manager of Black & Decker Mfg. 


Company, Towson, Md., who is 
president of the council. 
Almost every classification in 


the new list contains more events | 
than were recorded for 1947, he | 
said, and the increased activity 


|for a classified master list and $10 | 
|\for a chronological list. 


overlapping of dates, “causing)| 


/considerable difficulty to exhibi- | 
|tors and show managers both.” 


| 


The list is furnished to members | 
of the non-profit council as part) 
of its service to them, and also is | 
available to non-members at $15 | 
Council | 
offices are at 120 Greenwich St., 
New York 6. 

The council, founded in 1926 to 
help manufacturers obtain maxi- 
mum results from their exhibit 
dollars, furnishes members with 
detailed reports on events in 
which they are specifically in- 
terested, and also conducts pre- 
show and post-show surveys to 
gauge potential support and weigh 
actual results. 


Tells Erie’s History 


Random House, New York, has 
just published “Men of Erie,” by 
Edward Hungerford, a story of the 
men, money and effort that built 
the Erie Railroad. The book 
($3.75) contains 32 pages of illus- 
trations, including numerous old 
prints and maps. 


Lipcolor in Canada 

Lady Esther Ltd., Toronto, has 
launched a_ eoast-to-coast cam- 
paign in Canada for Lipcolor, 
using newspapers, rotogravure and 
magazines. J. J. Gibbons, Toronto, 
is the agency. 


|of Bastian Brothers 


a - 


Advert g Age, ure 


Legal and Illegal Lotteries 


SPRINGFIELD, Mass.—William B. 
Remington, 57, president and 
treasurer of William B. Reming- 
ton, Inc., died Dec. 6 at Roosevelt | 
Hospital in New York, where he | 
had been critically ill for more) 


than a month. _ | The recent proceeding, now ee 
Mr. Remington founded his continued, of the Federal Trade 
agency here 20 years ago. Pre-|Commission against Philco, high- | of one’s property by lot or chan: 
viously he had served as general | lights the confusing discrepancy |If the distribution is a pure gijt 
sales manager for Huyler’s, Inc., between the federal and the state (or bounty, and not in name a pre- 
New York; as vice-president and | definitions of a lottery. While the|tence merely designed to evade 
sales manager of Whiting & Cook, | violation of the statute is a crime,| the law—if it be entirely unsup- 
Holyoke, Mass., and sales manager jn either instance, the offense is| ported by any valuable considera- 
Company, | markedly different under the two| tion moving from the taker, there 
'types of laws. is nothing in this mode of confer- 
[The FTC proceeding against|ring it which is violative of the 
Philco, dropped when Philco gave policy of our states condemning 
up the effort, was based on a “Sell | lotteries or gaming. A member of 
‘n’ Win” plan under which retail| the College of Christian Apostles, 
salesmen were given merchandise as sacred history informs us, was 
East Cleveland Dec. 2. \prizes for boosting Philco prod- | once chosen by lot. The gratui- 
Mr. Smith joined the agency a | Hees. AA, Nov. 10 and 24, 1947. ] _ tous distribution of money or 
year ago after serving with Fuller | The New York statute, typical | property by lot has never pre- 
& Smith & Ross and with Batten, | °f all state lottery laws, defines a vailed to such an extent as to re- 
Barton, Durstine & Osborn. He | lottery as “A scheme for the dis-| quire police protection at the 
also was formerly advertising | tribution of property by chance, | hands of the state, nor, so long as 
manager of Electric Vacuum ®Mong persons who have paid or human nature remains as it is now 
Cleaner Company, maker of Pre- | agreed to pay a valuable consid- | and has been for so many thou- 
mier vacuum cleaners, now a_| eration for the chance.” | ane years, is it likely to be other- 
division of General Electric Com-| The definition under the Sedecel | tre” (Yellowstone v. State, 88 
pany. | Statute is, “A scheme offering | Ala. 196.) 
a /prizes dependent in whole or in The interpretation of the federal 
part upon lot or chance.” The| statute, however, made by the Su- 
THOMAS A. CAWTHRA federal law makes no distinction | preme Court over 70 years ago in 
NEw YorK—Thomas A. Caw-| between a chance that is bought | the Austrian lottery case, still 


thra, 74, former publisher of Home | and paid for and one that is gratu- | stands. There a premium was 


By ALBERT WOODRUFF GRAY 


“There is no law which pro- 
hibits the gratuitous distributicy 


New York. 


ARTHUR E. SMITH 
CLEVELAND — Arthur E. Smith, 

manager here for J. M. Hickerson, 

Inc., died suddenly at his home in 


Gets Nursery Account 


Waynesboro Nurseries, Waynes- | 


boro, Va., has appointed Court- 
land D. Ferguson, Inc., Washing- 
ton, Baltimore and Richmond 


'agency, to handle its advertising. 


ON US... 


. . Another extra 


by-word. 


HAVE ONE 


WSGN-FM 93.7KC 3KW 


Now WSGN is on the air with FM 


full promotion and publicity that 
sponsors have learned is a WSGN 


That’s why WSGN is 
always Alabama’s leading station! 


service backed by 


Birmingham 2, Alabama 


Headley-Reed, National Reps. 


Furnishings Merchandising, died|itous. It is the chance that con- paid upon the redemption by the 
in a hospital in Greenwich, Conn.,| stitutes the crime and makes the| Austrian government of its bonds, 
| Dec. 2, as a result of injuries sus-|lottery. Under state laws the god|the amount of the premium de- 
tained when he was struck by an|of luck remains inviolate provid-|terminable by chance, the prin- 
automobile. ‘ing only that he be not bought. | ciple of the bond unaffected by 
Mr. Cawthra founded Decora-| The state statutes and courts| the chance. 
tive Furnisher and Decorative |have consistently refused to de-| “The element of certainty goes 
Furnisher Directory. He retired|nominate any scheme a _ lottery| hand in hand with the element of 
five years ago, selling the pub-|unless the chance involved was| chance,” said the Supreme Court, 


lications to Haire Publishing) paid for and sold. This attitude, | ‘and the former does not destroy 
Company, which changed the/|outlined in an Alabama decision, |the existence or effect of the lat- 
‘name to Home Furnishings Mer-| is typical of the attitude through-|ter.” (Horner v. United States, 
| chandising. out the country: 147 U.S. 449.) 

| - bees ‘ 

WILLIAM LOO Mitchell Joins Bolling 


‘Sheppard Names Agency 
R. H. Sheppard Company, Han- 


Cuicaco — William W. Loomis,| Fred Mitchell, formerly with 
65, suburban newspaper publisher | Free & Peters, New York, has been 
here, died of a heart attack Dec. 8| appointed manager of the Bolling 
aboard a train in Union Station.|Company’s Los Angeles office. 

A past president of the National 
Editorial Association, Mr. Loomis 
published the La Grange Citizen, 
Brookfield Magnet, Riverside News | 
and Western Springs Times. 


Dugdale & Co., Baltimore, 
handle its advertising. 


GEN. A. D. SURLES 


WASHINGTON—Maj. Gen. Alex- 
ander D. Surles, 61, who was di- 
rector of public relations for the 
War Department during the war, 
died here Dec. 6 after an illness of 
several weeks. He had served in 
the Army since graduation from 
West Point. 


GEORGE FELDKAMP 

Cuicaco—George J. Feldkamp, 
51, president of Feldkamp & Mal- 
loy, art studio here, died in Evans- 
ton, Ill., Dec. 5. 


RAYMOND BAUDER 

Cuicaco—Raymond E. Bauder, 
59, president of Bauder-Baker, 
Inc., financial advertising agency 
here, died Dec. 5 at his home in 
Skokie, Ill. 


DeKalb County with its 7,200 families is 
a part of Fort Wayne A.B.C. Retail Trading 
Area. They do a lot of buying in Fort 
Wayne. The News-Sentinel reaches 52.3% 
more of these 7,200 families than does 
Fort Wayne’s morning paper. 


* 


The News-Sentinel is delivered to 97.8% of all homes 
in Fort Wayne six days a week, 


* 


DUDLEY J. DE MUNN 

BurraLo — Dudley J. DeMunn, 
58, on the advertising staff of Fos- | 
ter-McClellan Company here for 
many years, died recently. 


J. T. BACKUS 
HAMILTON, O.—J. T. Backus, 
special assistant to the director of 


sales, Champion Paper & Fibre 
Company, died at his home Dec. 5| 


: - 
after a short illness. He had 4 Che News-Sentinel 
served with the company 20 years. | Goat Wayne's "Good &e cing” N n i 2 
| FORT WAYNE, INDIANA 


PHILLIP PYKE 
San Francisco — Phillip Pyke, | 


manager of the Stecher Traung) | REPRESENTATIVES: ALLEN-KLAPP CO. * NEW YORK—CHICAGO—DE?’ 


| Lithography Company here, died | 
Nov. 30 following an operation. 
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Acvertising Age, December 15, 1947 


American Tobacco 
and Ford Endorse 
Video as Medium 


New YorK — Television broad- 
isters were cheered last week by 
eports from two of their big ad- 
rertisers—both of whom were en-| 
husiastic about the results they 
,ave had with the medium. 
Speaking before an_ all-day 
dinie of the Television Broadcast- 
ws Association Wednesday, Paul 
“i. Hahn, executive vice-president 
f American Tobacco Company, 
aid that “television is well on the 
vay to proving its worth to ad- 
ertisers.” 
A more temperate reaction came | 
rom Ben R. Donaldson, assistant | 
dvertising director of Ford agreed 
‘ompany, now one of the top 
penders in sight and sound broad-| 
asting. However, he expressed | 
he company’s general satisfaction | 
n money expended “to learn the | 
pchnique of building television | 
ommercials, to share in the ex- 
eriment of a new medium and} 
» establish a franchise in the! 
vorld of sports for television.” 


Receive Citations 


Both advertisers were on hand 
» receive TBA citations for their 
york—American Tobacco “for the 
killful application of commercial 
echnique to television broadcast- 
ng” and Ford “for extensive ex- 
berimentation with, and support 
f, commercial television in di- 
rerse market areas during the 
ast year.” 

Honorable mention went to John 
. Platt, vice-president in charge 
f advertising, Kraft Foods Com- 
any, for a series of “highly en- 
rtaining and commercially suc- 
sssful dramatic telecasts.” 
Pointing out that Lucky Strike 
ad waited until August of this 
ear to give television a try, Mr. 
fahn said that the American To- 
acco Company—unlike some ad- 
ertisers who jumped in and out 
f video hurriedly—is in, expects 
> stay in and to expand its sched- 
le. 


Ford Plans Ahead 


“As television grows we expect 
be proportionately as active in 
as we are in other media,” he 
mtinued. “We have plans afoot 
ow which will mean a significant 
ep forward and they are begin- 
ing to shape up, but I am not at 
berty to say more now.” 

Surveys made of American’s 
otball telecasts this fall gave the 
ogram an average Saturday aft- 
noon audience of 42.5% of all 
‘tL owners, with an average of 6.5 
rrsons looking in per receiver. 
hually pleasing to Lucky Strike 
as the average sponsor identifi- 
ton of 80 to 88% for the sea- 


During the morning panel dis- 
ssion Frederic R. Gamble, presi- 
int of the Four A’s, emphasized 
€ need for standard rate cards 
te'evision, showing all the costs 
Voived in the medium. He said 
preventatives from the Four A’s 
be happy to cooperate in 
akig such ecards. 


Cites Agency Poll 


ig his remarks on the re- 
f an informal poll made 
advertising agencies now 
‘ideo, he said the agencies 
was their responsibility to 
ake it very clear to an adver- 
hat to expect from televi- 


‘€V: on definitely added to their 
per es but not their billings. 

B. next March,” Mr. Gamble 
‘e one agency, “the honey- 
vill be over and it will be 


r television to prove itself.” 
ir. Gamble repeated a point 


|}including such 


Many agencies wrote that/| 


|which he has made frequently— | 


the necessity for concrete infor- 
mation about television audiences, 
items as size of 
family, location and income group. 

William Morris Jr.; president of 
the William Morris Agency, dis- 
cussing television from the stand- 
point of talent, deplored the fact 
that show business leaders, who, 
unless they reverse their stand by 
1948, will “miss the boat,” are not 
giving their full support to video. 


Report Network Plan 


The possibility of an expanding 
television network covering the 
entire United States was graphi- 
cally outlined by M. E. Strieby, 
staff executive of American Tele- 
phone & Telegraph. 

Coaxial cables or radio relay 
are now installed or under con- 


'struction for connections cover- 


ing 7,000 miles, extending from 
Albany to Miami, from Philadel- 
phia to Chicago, and from Jack- 
sonville to Los Angeles. AT&T 
expects to double this mileage, 
linking other principal cities 
within the next few years, he 
said. : 

Paul Raibourn, vice-president 
of Paramount Pictures, presided 
over the luncheon session and 
presented the awards. Personal 
recognition went, in addition to 
those already mentioned, to Dr. 
Frank G. Back, inventor of the 
Zoomar lens, which has revolu- 
tionized camera techniques, and 


television station WKBK, Chicago, 
for that outlet’s microwave cover- 


games. 

In the opening address to the 
clinic, J. R. Poppele, 
of the association, urged the group 
to create a research department 
to spur the growth of the tele- 
vision industry. 


Shows Fight Pictures 


Indication that Paramount Pic- 
tures can name the day when it 
| will start showing up-to-the min- 
ute newsreels, filmed directly from 
television, was seen in a surprise 
demonstration by Mr. Raibourn. 
He showed Paramount films made 
from the video coverage of the 
Louis - Walcott fight and from 
NBC’s “The Late George Apley.” 
Developed complete with sound, 
these newsreels could have been 
re-broadcast by another television 
station or shown in a _ theater 
within 66 seconds after the end of 
the event. 

Later a Paramount official em- 
phasized that the system still is in 
the experimental stage, but he in- 
dicated that the cost of installing 
necessary equipment in theaters 
would not be prohibitive. 

The full slate of officers, with 
the exception of John F. Royal, 
NBC vice-president, who was 
named TBA vice-president for the 
first time, was reelected, includ- 
ing Mr. Poppele, president; Will 
Baltin, secretary - treasurer, and 
Mr. Raibourn, assistant secretary- 
treasurer. 


Poor Richard Club 
Honors Eisenhower 

Gen. Dwight D. Eisenhower has 
been named recipient of the Poor 
Richard Club’s 1948 Gold Medal 
of Achievement,which will be pre- 
sented to the supreme allied com- 


L 


COOPERATE ON COUNCIL DRIVES—Leaders of the Advertising Association 
of the West, which represents the Advertising Council as the Pacific Coast and 
Mountain States Committee, discuss plans for putting the council's campaigns 
in operation in their area. Left to right are George W. Kleiser Sr., president, 
Foster & Kleiser Co., representing the council; Russell Z. Eller, California Fruit 
Growers Exchange, president, AAW, and chairman of the new committee; 
Charles W. Ferguson, BBDO, vice-chairman of the committee, and Howard E. 
Williams, Young & Rubicam, a committee member. 


Columbia Records 
Using $2,000,000 in 
Radio Campaign 


New YorK—W orking on the 


Frequency Major 
Factor, ANAN 
Study Reveals 


New YorkK — The American) 


to William C. Eddy, director of | 


age of the Notre Dame football | 


president | 


| University’s 


last week unveiled its new study 
on penetration, showing the news- 


|paper reading habits of a typical | 


city—in this case, Toledo—and the 
effects of frequency in newspaper 
'ads on audience turnover and total 
|/unduplicated audience. 

Admittedly an experimental 
|survey, ANAN had its studies 
made by Marion Harper Associ- 
ates a year ago. The study on 
\frequency was made on national 
ads in the Toledo Blade appearing 
once or more during the five days 
| Dec. 2-6, 1946, and on the follow- 
|ing Tuesday, Dec. 10. 

| The survey set up “control” in- 
terviews, with 225 different house- 
wives each day, establishing ob- 
servation for each ad and average 
observation of each series of ads. 


cated audience for each series 
were determined by interviews 
with 242 identical housewives 
each day. Each group was closely 
matched with Toledo’s population. 


Arranges Charts, Tables 


From the studies, ANAN has 
been able to set up expectancy 
charts and experience tables from 
which an advertiser may forecast 
audience turnover and undupli- 
cated audience to be expected 
from advertisements of set fre- 
quency and observation. 

Preceding the frequency study, 
ANAN showed the results of the 
Harper organization’s check of To- 
ledo reading habits, showing that 
Toledo families spend an average 
of 3 hours and 18 minutes daily 
with a weekday newspaper. 

ANAN said both the technique 
and the conclusions drawn from 
the frequency and _ penetration 
studies had been approved by 
Paul F. Lazarsfeld, of Columbia 
Bureau of Applied 
Social Research. 


Gets Kresky Account; 
Adds McNamara to Staff 


The San Francisco office of 
Smith, Bull & McCreery has been 
appointed to handle the advertis- 


| mander of World War II at a cere- 
|mony in Philadelphia Jan. 17. 

| General Eisenhower is the sec- 
ond top military leader to receive 
the club’s annual award. In 1943 
the medal was presented to Gen. | 
Henry H. Arnold, then chief of | 
the Army air forces. 


Offers Furniture Polish | 


Perma - Polish, furniture polish | 
|of Mengel Company, Louisville, is | 
now available to the company’s | 
|dealers for resale to consumers. 
|The polish was made available in 
'response to the demand created 
through the sample bottle sent out | 
i'to eaeh purchaser of a suite of | 
Mengel Permanized furniture. 


ing of Kresky Mfg. Company, Pet- 


j}aluma, Cal., home and industrial 


oil heaters and burners. Trade 
publications, consumer magazines 
and newspapers will be used. 
Thomas McNamara, formerly 
with Knollin Advertising Agency, 
San Francisco, has joined the 
agency as an account executive. 


Maico Promotes Little 

George W. Little, for two years 
chief of research and electronic 
development, Maico Company, 
Minneapolis, Audiometer and 
hearing aid manufacturer, has 
been elected vice-president of the 
company. 


Newspaper Advertising Network | 


Audience turnover and undupli-| 


theory that hearing a record is the 
best way to appreciate it, Co- 
lumbia Records is airing radio 
programs of classical, popular, 
|folk and hillbilly music on 916 
stations. Some $2,000,000 is budg- 
eted for this drive. 

The company’s own disc jockey 
|show, “Columbia Record Shop,” 
with Freddie Robbins as the spin- 
ner, is carried on 538 stations from 
coast to coast. 
this transcribed weekly half-hour 
is sponsored by local dealers. 

WQXR’s format on the “Master- 
works of Music” has been per- 
fected over a two-year period. The 
same type of program now is 
heard under the sponsorship of 
Columbia in many key stations in 
large cities where there is a siz- 


classical music. More than 100 
stations carry ‘“‘Masterworks of 
Music” weekly, often with a local 
dealer’s backing. 

Another popular feature on Co- 
lumbia’s broadcasting schedule is 
the “Record Roundup,” a session 
of hillbilly, western and folk 
music, which appears on the radio 
log of many other stations. 

McCann-Erickson is the agency. 


Ray-O-Vac to McCann 


Ray-O-Vac Mfg. Company, 
Madison, Wis., manufacturer of 
flashlight batteries and cases, and 
portable radio batteries, has named 
the Chicago office of McCann- 
Erickson to direct its advertising. 
A campaign will be launched in 
weekly magazines, farm publica- 
tions, magazines in the outdoor 
and science fields, and in trade 
publications. A special campaign 
will be started in comic books. 


Chicagoans Elect Folger 


Charles J. Folger, divisional 
merchandising manager, floor cov- 
erings, New Boston Store, has 
been elected president of the Chi- 
cago Floor Covering Association. 
Bernard Johnson, Mandel Broth- 


| presidents. 


| Hat Research to FC&B 


Hat Research Foundation, New 


|'York, has appointed Foote, Cone | 


& Belding to handle its account, 
effective Feb. 1, replacing Grey 
Advertising Agency. The founda- 
tion, a heavy user of spot radio, 
has scheduled a series of televi- 
sion announcements on WCBS- 
TV, New York. 


Joins Olmsted & Foley 


| George Hellickson has resigned 
as business editor of the Minne- 
apolis Tribune to join Olmsted & 
Foley, Minneapolis agency, as as- 
sociate director of public rela- 
tions. 


In most markets | 


able audience with a taste for) 


ers, and C. E. Graham, Armstrong | 
| Cork Company, were elected vice- | 


, 79 
Air Transport Ad 


Efforts Bog Down; 
Makers Are ‘Broke’ 


WASHINGTON—Air Transport As- 
sociation will go into 1948 without 
|any advertising plans, Public Re- 
lations Director John W. Thomp- 
son said Thursday. 

Mr. Thompson said the decision 
was dictated by financial difficul- 
ties of the aircraft industry. He 
explained that manufacturers who 


| paid about half the cost of ATA’s. 


newspaper and magazine activi- 
| ties are no longer in a position to 
contribute. He said airlines felt 
their own contributions would not 
maintain an efficient program. 

The joint promotion by airlines 
and plane manufacturers under 
the ATA banner ranged from 
$250,000 to as much as $750,000 
annually since it was originated in 
1939. During the current year it 
is estimated at $400,000. 

Through Erwin, Wasey, ATA 
has used Collier’s, Look, News- 
week, The Saturday Evening Post 
and Time on a monthly basis. It 
placed a safety series in an ex- 
tensive newspaper list early in the 
year. 

ATA has 


contracted through 
March for 5-minute daily tran- 
scriptions featuring John W. Van- 
dercooke, which are distributed 
free to nearly 300 radio stations. 


Emerson Drug 


Ups Advertising 
Budget Slightly 


_ BALtmimorE — Emerson Drug 
Company, which will continue to 
allocate 70% of its budget to radio, 
/will increase its advertising ex- 
/penditures in 1948 by about 5%. 
| Additional funds will go into in- 
|tensified spot campaigns for 
|Bromo-Seltzer in the 40 cities in 
|the top 15 markets, now included 
/on Emerson’s schedule. The sell- 
ing approach will continue to 
stress “Fight Headaches Three 
Ways.” 

Plans for next year call for a 
continuation of “Inner Sanctum” 
on CBS. John H. Kelly, advertis- 
ing vice-president, is well pleased 
with the mystery’s rating (12.6 on 
the last Hooper report). 

Sunday supplements and maga- 
zines (Life, Look, Popular Fiction 
Group and Thrilling Fiction 
Group) each will receive approxi- 
mately 12% of Emerson’s budget. 
The remainder will go into the 
misceHNaneous category — chiefly 
car cards and outdoor. 

Batten, Barton, Durstine & Os- 
born is the agency. 


Hollywood Ad Club 
Plans Video Sessions 


The Hollywood Advertising 
Club will hold a series of tele- 
vision round tables Jan. 5, 12 and 
19, under the supervision of Mal 
Boyd, general chairman. 

Charles Brown will serve as 
general chairman for the three 
| television panel discussions, which 
will cover station operations, pro- 
gramming and television as an ad- 
vertising medium. 


Sets Up Video Unit 


The Katz Agency, radio station 
representative, has set up a tele- 
vision department, believed to be 
the first in the national represen- 
tative field, with Edward Codel 
heading the activity. Mr. Codel, 


who joins the company Dec. 15, 
has been president and publisher 
of Telecasting Publications, Inc., 
for the past two and a half years. 


Two Appoint Ellis 


Sloane Pen Company and Fiel- 


man & Perline, Inc., maker of 
glassware, have named the New 
York office of Ellis Advertising 


Company to direct their advertis- 
ing. 
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LUMBER DEALER IS HUB OF BUILDING MARKET 


The lumber dealer is the connecting link between the manufacturers of all 
building products and the user. He handles and sells ALL types of building mate- 
rials and specialties, lumber, millwork, plywood, paints, roofings, (asphalt, asbes- 
tos, cedar shingles, steel and aluminum), gypsum products, insulation, builders’ 
hardware, cement, sewer pipe, brick, masonry material, home appliances, plumb- 
ing, heating and electrical equipment, etc. 


There are approximately 1500 dealers who handle so-called hard materials, 
(cement, masonry materials, steel products, etc.) exclusively. They handle no 
lumber. There is approximately an equal number who handle lumber exclusively. 
These 3000 dealers are concentrated in the large cities. In these categories, 
BUILDING SUPPLY NEWS has slightly less than 1000 subscribers. The balance, 
some 27,000 dealers, handle lumber and building materials of all kinds. In this 
category, BSN has more subscribers than any other magazine. 


The readers of BSN are today selling more lumber and more of ALL building 
materials than those of any other magazine. 


LUMBER DEALER 1S YOUR SALESMAN 


Because 75% to 80% of the building contractor’s purchases are made from 
the lumber and material dealer, this dealer is your salesman, in most cases your 
only personal contact with the man who buys and installs this material, the 
contractor-builder. Thus, if you want to sell to the building industry, the more 
than 20,000 readers of BSN must know your product, where it fits, how it is 
applied, etc. 


BUILDING SUPPLY NEWS readers sell to more than 100,000 worthwhile con- 
tractor-builders plus hundreds of millions of dollars of over-the-counter sales 
direct to consumers. The building market in 1948, including new construction 
of all kinds, remodeling, maintenance and repairs, is estimated to reach 16 to 
18 billion dollars. 


20,000 CIRCULATION—CHOICE PART OF MARKET 


63% of the dealers do 85% of the total year’s business in the lumber and building 
materials field (U. S. Census of Business). BSN circulation is concentrated in this 
“choice” market—4 out of 5 copies go to high-rated dealers because of its edi- 
torial selection. 


Send for booklet and research data on ‘‘How 


to Display and Merchandise Traffic Builders,"’ “A New Face 
on Main Street,’’ “How to Sell the Building Industry Through 
the Wholesaler-Distributor,"" and many others. Our experi- 
enced staff will be glad to consult with you dn your building 
industry selling problems. 


THE PUBLICATION THAT PROMOTES 


The test of real, RESULT-ful circulation is not how numerically “big” it is— 
rather, what is its quality and how “actively interested” is its readership? 


BSN circulation is ‘quality,’ built on a sound and solid basis, step by step over 
32 years. No quick promotional spurts, no special price inducements, or high 
pressure circulation methods. Same price to all. BSN does not solicit clerks, 
yardmen, truck drivers, etc. Because of this circulation policy, advertisers in 
BSN get more buying power because they get more dealer establishments. 


Yet BSN gives you more coverage in each dealer's establishment also, because 
BSN has a pass-around readership among lumber dealers’ employees of 3.7 
readers per copy. 


This means that BSN has the largest (numerically and otherwise) circulation, 
readership and buying power of any magazine reaching lumber dealers. 


WHY BSN IS FIRST 


BSN has the finest editorial talent—by far the largest staff—with a combined 
experience of over 200 years. 


It is the only paper of paid national circulation that is, and always has been, 
edited exclusively for the lumber and building material dealer. Years ago, 
BUILDING SUPPLY NEWS originated the idea that lumber dealers become build- 
ing material dealers and handle ALL building materials. This is now universally 
accepted. 


BSN was chiefly responsible for inducing lumber dealers to take on and success- 
fully sell paints, hardware and building specialties. 


Because of this leadership, BSN’s readers today, while still selling more lumber 
than the readers of any other magazine, are the acknowledged leaders in the 
merchandising of ALL building materials and building specialties. 


BSN was first to publish a Dealer’s Directory Issue of Building Materials and 
Equipment, now in its 11th year—the lumber dealer’s buying guide. 


BSN is the only lumber dealer publication that carries, each month, a special 
section devoted to yard and office equipment, material handling, and so on. 


WHY ADVERTISING IN BSN PAYS 


Dealer advertising is the base of all sound selling programs. Evidence that all 
leading manufacturers in the building industry agree with this—and also agree 
that BSN is the top magazine for reaching lumber dealers—is in the fact that 
in the first 6 months of 1947, BSN carried more advertising than any other build- 
ing industry magazine: BSN rates this high acceptance because its 20,000 circula- 
tion delivers more buying power than any other lumber dealer magazine. Ask 
us to prove it. 


BUILDING SUPPLY NEWS 
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